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j&y * h4r^i-s*fe-e«>o-c, 

«I£^tfA*L«& (3 5 8) £&sgl& (3 5 2) tt^ 

mm-rz&3k<otiim!) *h&» 0 4 4) «r»#iu 

fc<5 5 t L,1ttUEBmt MB 1 oxtt*HH±OAft* 
i:#5&l*ff(IK:fc>fc «9 fltrlEA*L^*MC-f-SflK8«*ttfe« io 

3ty ^ h iiof^7^v^y^ h i^cico^t 
^i^^^r^iaot, *n*ix©A#L«©rtiahB 

^S«5iifc«*B*t^--aS:&fiK-i-5«*»** 20 
flSfc J: 9 ft3t&j|l y * h 0>ttSQ £ ixfciiMBttSi y * h @ 

I»*fl2] *^y-y-^ hffi«^«"rs3tt^«:t»fM- 

^f^-*^ h • fr^r/IM' b£ s tt«H (3 5 2) 

^oi>v?> (2 4) ic^o-c^^im h * 

1M h • ^o*— ^tciW^SixS^^AS^iei-SA 
tLffi (3 5 8) i:tc#/r^BBaf+Wbn^«»(Ottaty 
(3 4 4) tixy^yiaottf 
"TATC**^-*'*-* (3 8) ^i«ftsrt, 

y * h lcFp*iJflrr * ^ t . 
fflrESWM&*!J * h Waits W£iifc*»y * 

iciisft(tbtL^ffi^mrsfc«)o^ie«im#^^ 
^tmrrL-tz^t tco^rco 1 oxf«n«±oii*p* so 



-Y^^wy^g^jca-i-sAASfRSBi-ior, ? » ? 

^->^yu-B*3ftS5«$ixfew4:S:*«=4: LT^ y 

^i-SA*LB*«lci:or, loxl^Wl 

T l oXf«ix«±©T^>3 ^O^rtt-^ttf-^-r^A 

[»**3i «riB*ix-etL<z)A*Liio«fl[3fts, ^fy^ 

i/r>3 v^*ti-5ffllEAtLS*«t. ^y^-^ 
— ^5*i-6S9IBA*L«©a91Effifi[i:, T^v-a^fC^i" 
SWIEAftS*«oWE*n^ixcoflfiffi^<Z)'&ff<!: L 

18***4] * y y^-^-KW^SiWEAtLS* 

[»** 5 1 mem**:, ftfemmftiznm* v 

[it** e] w^rart^ffiris^ y »* 
^tst'fe^^ Lfc*£iHi*<hiittE* y s^-* 

in c«F^ra{-t?fc «9 s(riaAtLi-*n£"rsKsu*tL^:«i 
^y^ h g^^^v^rv^toy ^ hi^}co^t(7) 

[IS** 8] fflEflk**'. ^ra^Mr^^a 

r <t <t -r ^>ts** 7 iciemo^ 0 
[is** 9 ] »3e«FBnrt f-«fEr ^ v- a >^mmm± 

[iH «9 B»EA*LJc»lt-t-S*SiJ**vfc«t 

^y * h @^<D^7^^Vi/coy h g^f^iov^Tco 



f) V 

3 

fitsftfi (3 5 2) 4:, ^x/f^ h • yn^-?(D<?^ 
^ (2 4) iaot#i$tl6^: 

\c&*frttfc-rz> l-?X&*:ti£X±<DAtLWm (3 5 
8) tin, #^*«BBilf+ltbix*:«*«>«*y^ hi® 
(3 4 4) ^t^r^:, 

fflE«gu*nys:**y^ h a y* h<t 
*ffl***g*y * howssixfcawf y * hafttcHiC 
s*. ffiriEaR*^fctt*y^ hsftjcBB-rs i 

«rlEAtLS*«(-<fco-C, >{cJ:5AfL2:>'* 

- ^n^±(Dffirier^^3^^^^n{^^s«riBAa 
sisiaot, sffEa^stL^tt*y^ ha«tcBBjS 

[im&s 1 1 ] «rE*tt^oAtL«©«rEffiit^, 

^y^i/y^a >^«tSAtL$:^^^A^pitg^-rsc: 

t^wti^xmrn^^y^^^B^cM-r^ mm a*l 

S*«oiltreffiffi^ * y ^•^A-H-cfcSAtL&v' 
^Atfsi^^Sr LThuIS^ y s/*;* 

/u— ^»i-S«flEA*L«<z>«riS4Effi^, r^'> 3 y(:J: 
SAtL^^^A^oj^^-t-^- LTliufET 

^ v e HtrEAtL®*«^mia*n^offi«t 
o \cmm<Djjm 0 

2] ^Ar>3 :^c»-*-SllWEA*lJI 
XfllOfliflM*. flWEAflJBMSi:, »T<oy;*hB»as 
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[f»#S 13] ? V ■ */^— 5lffiKA*LS 

(»*gi 4] mmvkmtK ittrismfro y * haste 
10 *t-tz>iftm? y • u— h£ L-t@m£*i£ 

i 5 ] miaa*^ hmesmto y * h astc 
*rt* 5 bme^ y ^-^a— • ix— ht, ha 
st- j; o -cfly* $ tutu** ^ ^ >>*>>y{c¥-i$)m&<D ? 

i»*s i6] r * > 3 ^tc«-r s Aas*«^ffiffi 
a*, WEAaii*«tffifiBr^^3^»*^»^"rs» 

20 1 dis^o^fe, 

h»*s 1 7 ] ttmmmtK iiftiasff z> mm«: 
[»#s i 8 ] msmm^ mmurtn y^hit^ 
^yw- &mmxzz>&\'£>t<D\tmk vxwmztiz^t 

[flhfrS i 9 ] tif^b^fg*(^ 
30 S*y ^ hS:MtS*Stfcot, 

tfc*y* hB»«-iiffiM-ttp>tL^jeft±<D»^»A$ 

*LS^#^«^lEt-Sm«flfiffiS:$tpA*L* (3 5 
8) £tM?ff (3 5 2) kid, #^3dSHii"r**»Otft 

has (344) &#m-rz^£* 

-r^mfisy^ bBmizmmttrtbtitz? y 

• h£, ^oA^Lt-^-r^HuiEy ^ h i^7> 

^<b[aoT, W1E-ttt^noA*L^rfT*4l5ffiSr*:«)S 
40 ^ (?r , 

■rsttsgy^ hs»s:«3sij-rswi, 
stfis^tt^noAa^Ttftiffifiitcic cTtfrewM ^ttfc 

^^y ^ hBftSrff^HbLT*3RilS*y ^ h t-tz^ 

WBJ*J>Mfc**tfc**y^ hsftcoio-e*>s^ y 

mllE^ y ^-^/MilSSU, flJfEAtL0^ctSS9 

so ie i o<D&m y ^ h s *^H*f* it e>jxfcBwaK#^o 



(4) 
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E*«>*i6. 

[«*S 2 1] mflE y ^ N S »OlWE*Stt3flS, mJlS 
y ^ MS© i oxtt w^±©iit , «rEJ£&£0> 

2 oKE**>*ifco 

[0 0 0 1] 

SttfeffliS^maiU^fiRt^fe, »ltt6JHIIIII*yh 
h!7— *y hXhZ> 0 4^9 — *y hfi, 20 

[0002] ±wmc&&^zmi L mmtsi%ti^-y : a* 

[0 0 0 3] n^m^ <04Z/#— *y Y<D^(D^M 

»7— /uk • v<< K • ( r ^x/j ) £ ir^o 
5^a#v\ ^i^fi, ^^^7ts^t#(-i|iJEtv^r^ 40 

r^-fe^nrffi-efcSo z<Dtz#>, ^rm, #^^fku 



[0 0 0 4] X^r* h • ^—^Ty 

ymm (htmd *©«4rft»aRsa»©^fii^ 

tf^^^iff 5 te* & <> o r 
mm^rtz&&<nmm^&r>x^m^ ts tut ■ 
ffim<D&&tmtiiztti'Xtzrtxte< > fc&RTi 

[0 0 0 5] s(>*—*y h • a^^oBHI&fttfK 

#»oaf:W*ii*P^o*35So^: e ItlDCtWilS 

mi^co-f >-^— ^5/ hCQ^.— ifSri* 1 9 9 8^0^j9=f 
7I^b 2 0 0 2¥**-e^«J3f8 2=f 1 ^A^iS*P 

1 9 9 8^<£>&J 2 8%^P> 2 0 0 2^f-tt#j4 0%^ 
4 2 5 7{6hVWClf*D-rStC0i:^»JUTl^o 

[0006] 4^?—*yv&, mm. m&Rw-t* 

xicfrfrfrZtemRXffc&^lct^x, r*L&**ftfH 
^Xtt>^ = XA*SBH»*^ i?~y±X~A^~*imt£ffi 



(5) 
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60 ^tiboikm-v—vxicx*)^ 8U**as>r V*-* 

[0 0 0 7] f-Xtt, E^- /HCRI^-C, -TV 

[0 0 0 8] >f — hMsSt^^v^i^ ? 

=*y X-M^ ^#<fe#i"5 0 r p l,tz*#=*XMc£ 
t^toT^^ixfc^F^rffioo^ai^-r ME3fifiP*> r> 30 

[000 9] ^(Di&(D^m^ x-'fD-'f b • 
.fc 5 KHB»£^fri£, Ba^fcS^-if— ^ae^ffix: 

[0010] ^31^^ h • h77^;x^^«tS«fc 

ffiiIUi*n 5 fr^iM' b • ^u^e-* so 



-^^KA-TSo **^*>r h • *f*«*\ r 

cd^^-^^x^^ br»ie>tt6fe8»]9H«-e«i«>s 

[0011] v* — * ^ hj£^f3\ *<Bffi<z>j&ff"CW: 
log ^OJtS#^»i^*(cov>-C3fijS^7 

f6j tt ^ * "CMiSIf «<oiafs ^rSA^V 5 r <h 
ttlCSr £j&s*>*o IfflWlCfi, ^^^-^^ h • 

^XttJ£#itt> tft3R«*oy^hBftJc*3.tStfc 

b&m^V^lcX^X&f&Zfttz&m&mi) 
[0 0 12] JKftittaft-, **^^V3ft«**Ufc«l 



(6) 
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-!7- Kt-IRLAftLJ; o t-tZ>WMtttf*ho^ t 

or, itsiy ^ h ift^s^x^ n^wis. »J 
so 3^1 oxtt^jft^±&A*L-r a - £ 5o 

AtL*^S#BB«*SJ- l ooS*Srfco«»S*^e> 

45o je#*oA*Lom»ffifii[^i«jttL«K^fs^, & 

mt&ZkVx b\£&tt&&&±<DVLm.ttM< ft So 4ft*IS 

60 

[0 0 13] 

B«-0*>* o !8iBgWft& 

^tv7>f > AtL^ p -fe * g& y * h 1^*3 

i/^T «fc 9 W^ffiB£Xc2-=E™*asfcfr"C# 6 J; 9 let* 5 30 
jEtt^JLT, ^^^^ h • ^ci*— ^isgj|ASix*» 

tp#BaowtLb«*^AtL"e*. ^oAtLorffafleffids 

• J: <fc 

SrSWUtfiE-rsr ir^fffSSttSw^siS, Hft£S#) 40 
[CftSo 
[0 0 14] 

*^X-y-^ h • /o^^^i^y^ Ycntctib 



10 

s£f§£A^-r<5<*:#tCte, /D^^^UcloX 

£<btc, ^fgfwy ^ bBmicmnTZ>B&)<ntztb<D 
[0 0 15] rr^ffi«SH^II16^1l8ttAtLo«fcS: 

*tfc«fcft5o *(Dm*. «*IE*^»OJ;5ft^lB 

[0016] j£ft^^*x^>r b^ioxi«tia 

r ^ ir ^ L m Ktft * # J&s ft b fc * O ffi <D tb Z> T 9 > 
[0 0 17] 1 0(7)HJS(7)^^ioV>T, ^xWb 

. /p^e-^^Bf^y?^ >AtLXD-fe:^^#APi- 
st^-ei*ft<. xg^fco^^^^f-^ h^is®^^- 



# 1 * 



11 

[0 0 18] Zto^u^xiz.&M't&tiMz* fc^^X 

te, ^y/i/7'>3^ ^y<y^-;*/w— , Xfir^v 20 

lu^±(d^-4 b^<D&m, jes^im htciiiii-^yp 
— tr^^lBAft^r^^a v^tfJK^^^^^y • 

Jk^^cogl&IS, ^^v^V^ioT^^ttfcJK 40 
*t±<D$^7-V-4 bictt^zmm»&xfi«ki£\zm^x 

[0 0 19] Aa^msffiffi^i§ttn(mvM5<b\ ftgt 

^ v ^> ^ £ <fc o T A*L $ *xfc«S* »d* A 

JliSthtzb* \^$L$L £ titc&mi&g: Vxb K*3f* 5ffiB 

9s*sjfcy;* hf*. S5«A*Lffi*^e>i(si-ias*tLSo » 
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t^^o Aaffi»a 5 #A»»ji-^**b 

oT£j££ix> »*L<f4Jiie<OJ:5^»^»'<— 

a»Sr^tp r*«,j r^y^ hcoia^tc. ^^ns 

mh<OV* h@«dSAtLflfi»^n^-rSt<Oi:*«[$ 

s y* hrt^fcstt^y ^ M^fit 

y ^ Mfc^nfc^^iM' honyfy^ic 

@»{c»L-C l»^«f^3&AtLK**4:A*-rs^ X 
tt«ffcft«* y ^ h S L"C 1 «<?5A*LS*«Sr A 

JES^Xtt^ci^E— ^^AtL«, ^<7)^^(cy 
At«^6 0 r<Olft«>A*L»*«<Z>««[f4, « 

^ $ ttyt ^ # * *ia«k«*s* y ^ b v^fc^ 

07y^y«(aoT»^tl5 0 «t<9iSS*AtL 
B(-*So »*U<tt, »#-WA*L7 p u-fe^^ffiv>P>tt 

[0 0 2 1] J*RXfJjfe<Dmi&(OJ&Wi<0 1 o 

P> tt^^^Erix^ntt. < 1 1 ootft* y ^ h 
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13 

Miff. BP*>y* Mb^ti^^-y^ h<DfE«£, 

h <D^-=-y ^ A • y V — * • n>y-— ^ (UR 

-TSo -In^VtSi:, /n^HSfy^M 10 

AtL^n-t^^H^^^S. tftsty* hB»o> 

^fft^y^-f ^Aft^nir h~r5 0 

[0 0 2 2] lo^S^ilt Aft©itT»fiM«r« 
Wi-S^ftSrffi^-fSo AtLttia^A*LS*«^f>fi8 
6 0 AtL©#B*tt#fi8«^lo^|8^-rSo ML<D 20 
rfr#«fitt. ^oAtLBsR^mSffiffio-frW-i: ttlW 

[0 0 2 3] 30 

fezthZz-tzMmtsfrxtehir, rrtcp^^ttfcjg 

[0024] mffi&^m-tzt. mm. ^l^njgco 
tefe\c*s^xm^htiz>* : 7'(7> h/-v—s< • r-^r 



14 

-^co-y— tr * *m v ^ 7 * xtt #^—-r<n 1 ntj&M 

y^A£ [^Xteto<D&\7a±x\c£<>xm&£}riZ>V— 
*^) T*fc5 0 ^7>fryh'^Pt^(i, ^(Di&W 

■fer^ttilS, ^ • ^n^^^mr^W^ 

t^r^-fe^-rs^ vt°^— ^±r% ibf^-r^o La»Lfc 
ra- 3 > tr * - * _b-e»ffi- 6 r £ t> nr^T*fc So 

[0 0 2 5] r^-y^j tfi, jyfcfftdfL ^^^-^ 
S^7^7yh 36^-9 — y<(Dif «!R*fiB* Sr^Jffl -e# 5 

So 

[0026] f£oT, ii^o y^Htt, 
t-/n4^ 1 oto^tt-S'Ji-y-— ^^2 2 100^ 

^>-^XO!>3i^ • *y— /<2 4 ^^b^t), 
^■C*s* y V V—t 2 0 {cSgjRStbS^*^^^ A 1 0 
rti^, ^ 2 0 ttiiffirii «9 >T 

ftftwtd^-r^^— Met oTWffl-c$>£a^ 

^ry h • rr^t 0 *-^ 12^ JE^il?*^ . if— ^ 

14^ 2 2 1 , ttsR^i^^^o^*^ 

h!7->m N %«^y r • vv— ? (lan) , 
<ote<Dje«3iyr • M7— ^ (wan) . ^t^mis 
»tc«torT^^^*nsm**«-y-"-tf^^os6«^ 
y h7—?&<StfZb&x£Zo ^^ryh'/ot 

[0027] ^y^Tyh - =i^t 0 * — ^ 1 213, ^3l5 
(O/^- y-^/u • 3>t°* — ^ (PC) , 7 — ^ • ^^r— 

v^y^-^^r^tp 0 j^ft^^^^- -y— ^1 

4, ^tf«a-y— ^2 2. &t;«*xy^y©i>j7'' 



I 
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?£=.>*Jls<DV ^7 • if— ^2 4te, Sb^LTl^ftK 

Ote, NWfa^b&SfiSU^v^ — * • h V 

[0 0 2 8] ^7>f/> h • a^tfa— * 1 2J3, N A 
VIGATOR, EXPLORER, XflMOSAIC 
^co^^zf • • -fu?? a 1 6 Sr^frLT, Jfc 10 

&±if-'< 1 4 {-fe^ $ ttfc * ^ ^ • * =c 7 

• K3 OSr^#ih«)Sri:3^t?#5o -JyW • 

tub^T Ku^fi33.^^— a • y y— * • ^gp 
v^<zvn^— y >-^&3— if^ r^y> y ^j 

&y-7 bt^T - yuy^j*^ mm, ^mm^, mmm 

[0 0 2 9] HI 1 OCO^O^ffitCioV^T, * 

7^Tyh ■ 3>-t 0 ^ — ^ 12(1 **yh7-^20S: 
f Lt, ^fr^ffJlif— ^22, ^sff^Vv^ • if- '*2 30 
4 , &tW£S*if-^ 1 4 £r^fc«* ft* ^ h 17-^ if 
£8:/*^^, hgg^n h3/u (h 

ttp) *!iJ:or««SixS««*i:«rfflv^-ca«-r* 

tf*, FTP, SNMP, TELNET, RTf^CDm^O 

^Dh^^v^riiit^So - if— 

^2 4, MlSSit^<14 
13, !7 — • CM K • ^^(^B^ttSr 

[0 0 3 0] ±IBLfc<t9(-. 40 
V^TfS, '>&< £ t 2OG01f- x<«*35S*«**U5. % 

**tt5»l0)t-^ =rytV-^ftttl»:3 2t 
tol^f A3 4 i:36*b3feS*tf*a-9— ^2 2t?*> 

3 2 t-feiift^tLSo x-*^-* 3 8 tefc^mfemm 

^7^ry h • 3 ytv^ 1 2 JiT-ihf^-rsffi*a!^ 50 
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$ ti/c^^^<7)fij^tf^{^ r ^ -t ^ -T s <o jcffi v ^ r 

[00 3 1] #«£*x3»2<01f-^«*«\ j&5^V 
itXDV^y • if— ^2 4tfc6o ^^^VCD^ 
7 . if— y<2 4^<0fiB#Sr-ttLe>O^7^1f • ^d>/^ 
A 1 6 ^ ITfiAT^ 5^xy^r>x^ • if- 
/^•UR L Xta^ftlltf) £ 3i ^ • if — ^_h<Dif h M-f- 

tt, *s>h!7 — ? -3.— ifjjs^r— 17— Kfi8^Srfi"bii«> 

^i^fcLT, i7— /uk • !7>r k • ^^zfAixmrn^m 

iooH5£<^Jf^{-^v^r, ^^^Vi/v^^m^ • if 
2 4 y ^ h L, y ^ h < 

^ff-§Sif^^2 2lC£^X&±m£frtz 

1 2 jo 6 ^> ^ ^ a j: o xajj z ntL^mm^ 

— T^^r^ h-y^^^y^h^r, ^xy^yo^x^ 
• if— s<2 4it£.j$rt'Z> 0 fem^si/^cDV^-? • if— 

v^S, h!7-^ • 3-ifJC^oi^- ^-v^CD^ 

r% rco y ^ h^^if u ^err% ^^rvF^y 

tTa — ^ 1 2 Jb-C»ffi-S^7!>1f 1 6±{C*^^tb 

•£^nm<Dmmte. url httpr/xwww. 

overture, co va/ \Z. &> & **7 ~f • ^ — i/\Z-~f~ 

^, -=eoi^j^7^^tts«i^*y ^ hco^^y 

[0 0 3 2] ^I^V^^^^^y . /< 2 4fS, >T 
V'^— h 2 OtCffijBKSttSo 1 KDmifc(DMM\^te 
V N "C, ^xyv?yor>x^ • f-/<2 4 li, 3— if^ 

^^y ^ hs^u3— K^&ft^tfkSR^— ^^<— ^4 

O^r^tPo ^^tc, «|^^v?>-<Dr>^y • if— ^2 4 

n^fc ^tfW^if-^2 2(c»«-rsr. <t^-c#5o 

^ftflt-^2 2t)lf:, 4>9-*yY2Q\z.fflgL 
t6ri^-e#6o ^^oi>v?X^r>ai^ • if— y<2 4 
^^tffat^2 2ll ^7^7V h • 3>t°zL-^ 
l 2«cK«*^3.-^ft/j:s«aS*tc»fe-t--5o 
[0 0 3 3] 0iJx.H ^7^7>h • 3>-t:°^ — ^ 1 2 
{C^g^ixfc3— ifo l oco^ ^^{i, J^^^^y- 
if-^<l 4(cKB^ttfcJK§±^^^ • -<-^3 O^rW 



(10) 
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«< hCOJKS^D^-^fiP^JtS^^ £tHf 2 

#§Hf»9— '<2 2©/ot 5/-y-3 

[0 0 3 4] J: o T A*L £ tifzfemm, Xteis 

£iX£.i&i$tiZ>&m*!z%:}) * b<D^-i?±X\ J: 
HWd*5V>X, J££^MJ;5A*Lte> *r<Oj£#± Matt"* 

Sfcfftt::, {7 y j/^-^— #HBlc:ft5 0 j£#3Eti:»flr, 

x. rffa^temn. fc&±<Dt?=.7D-'f hxm±-r 

^^-yy^gfit7^t^$ttf:i:t{:, ^y^ 
T^ir^ip^ r^y^^j -tft^ftUi, Jfcgtjnv^v - 

iot^ y s^SfrfcttsMSfty * h©/^/<-yy^ so 
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-tH&ftmmmmt uru sr*»»t^— s*-&s^«> 
y* h@»*>*;h,«xw:. j£«^-y->< h^«5Rj|g*y 

[0 0 3 5] »2OHJfi(0»lS^i3V^. 
^t"£ 0 JKft^S5pJffl-C#SAtL*ixS-<t#Ra«S: 

o^il, AffWl-te. >fy/L/>r>3>#l^ ^y 

-D^ktf&Ztctb. 7<tL&$& l&Ttn 2 <DT? is a 
®TZh<DbVXl£m-fZ>^kfc&Z>(DlcML>X, m<n 

[0 0 3 6] m&^K1$^&4>7\svisa^mte. 



(11) 
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[0 0 3 7] fc&±\£*trZ>T*i'a>'»mttL* 

[0038] _biStf>Sg 1 2 CDHJSO^jgfC t 
*>e>f\ r^WI^Ii, k<DXtL&1rZ>Mzr>\i^x<D 

mmm^<D^mtj:^i^±x\c^m.t^h<Dxh^o mt 

JC«*3ft« l ocor ^ v- 3 y#S{:^^Aftt 20 

m+zmnm&toj&m&mmx-zzo ^<r>-mmmm 

jSSrfttt-TSo ^7^7^ h • =1 vta-^ 1 2K:*3tt 
1 6^tr, • '<2 4K 

IT, iff l^xyi/y^f>xy • t-/<2 
^fSr^m^o «5R#^^»<oA*S:^Tb^: 

^Vv^VCO^^^ • /^2 4 litfefRJIS* y ^ h<D<< 40 

[0039] **«*^-^±«> y ^ h @^ 

^^y^^Lt, ^-^nr^-tr^t 

hJi^f <D^7^ • T * ir Xf 5 r <t tf* 
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j^y^FliT^ot, INKTOMI, LYCOS. 

yahoo i m<o^^mv— >\» k • y-r k • *^:/<£M£ 

A(aot^it'T-^^-^4 o«^3if+w*ttfcy 

* h s^^^g^-^JM^^i y * hum 
<Dmcm< ^kx&z> 0 

[004 0] m 2 12, ^5151/7 *if '/^7A16 

^^ix5^^.^— , *^iaffi, &tfA*iiiB£^-*"ia-e 

ttflt^2 2©URL^lt, |g|2^Mffil 1 
0(^^^ixJ^T{-IE«$tt5-y— ^2 2<D®Mi/*7 L J* 

3 4±tbM5d^>' • r^y^— v-a ^&g»rr 

ktu&^nmteZy-— fc^£*rr5^~^-l 2 0 
»>xrA3 4«t^ 0 ^T-e»*IB(-iB<RS 

r k tc$fc£:o 

figfC^T, JK©±l^^-12 0^lt, l^gl*- 
— t^<D^*l 30^ JES^^^BaKl 40t, ^ 

ttii#^ ^ * <^^fir 150^ j£^^a^—o»^ii*p 
70^ mmn&offlw isok &<5t**7is 3 

190 t>^fcfijffl"isgr*fe5o 

[0 0 4 1 ] IU3^^I114{CJL 2 0(Z)^^(7)^l— if(7) 

fc*Oll*(0^«8{cj:5c2^>r^J«^S^5 0 HI 3 
fi, l£fii©fc«)^P^>'#lll2 7 Ot^to 13 4 

^y^l2 9 0^f o JilSLfCct ^7-fTV 

h • ^v-t: 0 ^-^ 1 2tc^ott^)^^X^S ; S#f^ 
-T, ^Pf2 7 lXli2 9 1 X-f^^^f • ^n^^A^ffi 

2 7 2XI12 9 2(^V>-C, p v • ~fxi ir ^ ^r^^ 

Lfc^tc. ^^2 7 4Xf^ 2 9 4lCjo^r. ^ff^Si^ 
— /^2 2<Z)»>^rA 34^n^y - T^y is 

ju*wmm<D*--*f&ks<x7- K^^-r^A^M® 

110 (B2) ^ntyti$««tS. r^Lb(D^ 
««B*4«BEBMO^:a6aP!l2 7 6X112 9 6(C*5V> 



(12) 
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[0 0 4 2] g|3{Cj:«9, ^-—tf&fc&^k LT^IE^ 

mm 120^ ttfc^zfc&±(nmfe<D&^<DV&7£tt<D 
mm*. #£b<te> f 3 8^(cfe6-^o 

[0 0 4 3] U*>Lft3ftSe>, i4^B2 9 5I^VNt 
Jf£Pg 2 9 6 (C^-T J: 9 ±X(D!Z&^W)7£^Wffe'g 

mT?-txm*m*£hz>o ffif(Z)D^y**2 9 

*U<fi, ^^<— * 3 8F*3f;i&5— a^lHA^SB £ 20 
[0 0 4 4] S»2 8 2{C*3l^-C»aEStt/tJE 

£«H£0>f 3 8 &&im'tz>fc£><Dy r ?-t* 

4^ gt^^^So ff*L<tt, E»UJ:5 t-rsfi:** 30 

«a#ttia 2 <^*sje*^— ^ 1 2 0 ijlWjwls. 

[0 0 4 5] ^tHfa*- 2lcMS*tfc»jfeflMB 

✓*2 2t£&£f— *3 8\*Ucfem£tiZ> 0 o^*f 

1 Of- *-<— * 3 8{-A^^tL5 0 HI 5 (if— 

*rtK&*jKe£tf>£tt-E«3 0 o(o*^-p*t*c-a*s 
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3 0 Oil, ±EO^-^7-f VSSEf-ffl^^iX^— 
3 0 2 i:/^!7-K30 4mt5o Sfc, gftBft 
J*g»$fc««3 1 0*$tr. 3*& 

[0 0 4 6] »*&3fctif«3 1 ott> «L<ttBKB 

ft \C$\\m£tlZ>o #ftE^3 0 Otelfcfc, %«EOSiK& 

t5t^>3>S:l«Lfct#i:, T^iz;* £*t5f — 

5l#&fcfc5::£a s *>5o £ffE$13 0 OOgSlEgt 
^^3^3 2 511 ^^E»3 0 Oj&sr^-fe^StLS^ 

T^tfE^3 0 0dsr^-fe^X«:«jE*ix5fet^»c, 
»3tOT^-fe^Xt^/XfitfjE***«<E*i-SEA 

SESt^->3 ^3 2 5tCiiJ[jP$tLSr 

L"C\ EftEflH*«R»[. »3eBf*#^*0»3e©TT??T 

[0 0 4 7] JEftflMB-fe^^g >3 3 Ott, 

airi-S^^^^^AtL^p^^o^Jfi^S**** 
^t5 0 3.— if®^3 0 oo*ix-P*L^«-**Si£ftf 

-^ 3 3 0f2. fPXIiifPj:^V^«jaS3 4 0i 
LTiB^^^^o «ib®^3 4 oothfiifl, ^ft< 
Hlo«|!l^hii3 4 4^ 0 **y^hB 

m\^&o t-tzfc&iiich^xte. mcmmx'hZa m 
oiftK^tr, jE#fflf«-fe^V3 vtt«Sb»s^ii*D 

[0 0 4 8] «|fRy ^ h@^3 4 4tt, 
/A*L^>fctfSL-C*3 9, ^-v^^voBl^WAtL^n-fe 

x hBft^^tt^rtbtt. £JLT^««iP*>tft*»3 5 2, 
V^V-sf hE«3 54. URL356. AtLg*i3 

5 8. x^jH3 6 0 *^tp o mmn&imx.z>z\k& 



(13) 
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m^^itxiif^DS^-fr-sr *as-c#a. j£$stf§3 5 2 
^xtt*©tti^T*t*^»»"tf*aisic-e#5 1 

Stfc*#«- «t o r A* * tb^r 0 ttJflBlcfcjStr'frto * 
[0 0 4 9] ^"JCO^^^J-^^T, JKS^^ft^o 

^»*fctf>*A*LU *©**^*-f McBWM-SjE* 
ttttfRR y * h S r t KBMj* toJWl* 

60 

[0 0 5 0] hflB«3 5 4I1 03; L< til 

my* h@^3 4 4 ^e^y^ htc*>5jKe 

X URL 3 5 6I1 /^^^(7)r>^y^^ 
^7 ^ — A - y y—x - afr—?<DT KU'^SrSttSo 
^--if y ^ h ^f£A^S S Kftflfc * *t 

I) V yf-X/U— URL 

[0 0 5 1 ] locO^^Jll^^T, #£L<ttU 
* y *ftm*fJS-rsm-^AtLS*« 3 5 

8 * 0 roHI©»«Cfcv>t, A*LSfff«3 
5 8 11 y * hi»t-»Lrj£ft±^«l:o"CAA*tt]t 
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[0 0 5 2] n2<D&m<DMm\£&^xn. ««A*L« 

ii3 5 8m o ^iie>«»A*LB*««:. loXU 

*»AflJ?*«3 5 sasKWSttSo ^^^r>ay 
***B«ttl*&tLfcAft»»«3 5 8te, -^co^co 

jrc&5 0 ^ y y^-^^-**tii^itbttfcAtL 

£Miif+ttbftfcAftS3lS«3 5 8fi, Sffl^W^T^ 

[0053] &»m£9>*>rmni±. ie«*3J*a*l 

i-536»X«:l»»#^«*fl8^*:A*i-SfcU5«^. 
KfiBi [^"T^fHffJH*— 2 2 ^fea^ ^ A 3 

^^iaAJSs^iBefi:e^, mm-rz><o[c®$:o 0 #* 

L<f*. ^^^flfifflH*, AtL*»3 5 8 i^ffgEtf) 

^>^>^(c^P^l#(tb^ ct «9®:fiC<OAtLffi*&fc: 
ffifiS (IP*, 2, 3, 4 • • •) icWfcm^X. *SAtL 

[0 0 5 4] ^— (DMim^te 3 5 8 <D 1 0<0 

3 5 8<Dmmzt£Z> 0 jff*U<«, ^O^ffiMf*. *{-A 
*LB*o jE»ft«8S:flfiffi ^ Ltffl 1/ ^ r t J; o X WH 

om&*^-fZ>o *V^fl, AtLB*«3 5 8(^)IIIi, 

^r*#, iztti-rz^ ^(omtDTftwm 

tttt, wOAtLS*3dS|Ba"rS#Ba**** 
l^T. ft^ y ^^.^/i— (Dr i:-Cfo^o 
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[0055] »soy^ y y*-*^ 

-©a*«rfiJWi-S*tt«)lott, «F«B*Mfc*>fc5* 
£o »*U<tt> «^«*tC*5V^X, <fc 9 @ Softer- 

foti&hzm^ y • h ( rc 10 

trj ) 35$J: 9 J: «9 B&fcftiMM^&jfttf 

icajH/c, #^y * hg&K*ti-5^ y y^-^u— 
(omm&nmztizz txz>z> 0 5e«-#*li^^ » 
^y ^ heftiest-*-** y ^*-*^— <^?**co*uj 

[0 0 5 6] *fc#£Ll/ME>|*, &7£<DVX hgftlCfcf 

o^^i^y * h eftiejtew-swjey * h i^7> 
*«{:^5¥iS<t ^ifi^BMoy^ hBft<t, ffitt 

a* 1 ^<cs«fls«*ax«¥^«*s^ y * h sft* , 

[0 0 5 7] U, «?3eift*«r3WTi-S/ha«3.- 
ifcoias^^Bi^Ofc^y ^ h@S?r#i« 0 ^9 so 

le-S: $ tffc t # <z>£B«»r g »*»«^.^iil^tiW"r 

*i-s#ttr<«^-r*ftv\ y * Mfc-tr>r Me* y 

s/^^;u-t5I^«:*«)5«[(:, 1?<£>#K IS, 
U lf(D5^^»SAy(DlffljdSSC(cLrSiJ©y^ 

d^s^it r^:j w«ffiie#*&fr::£{efts 0 

<t it t> * y ^^t^^ioty^ h nmommt 
BttBSft^ifljca-ifis, y* Mfc*>r Me* y 

[0 0 5 8] r <£>*?»'**— Wi, JES^ie j;51clgl£ 
frfcfc<0-C*>!9. J£e*«y * h<£>*JSftl«a*lcl* 

^<0#««*fl!4:£ t>ft? y * hB^Sr* y y ^t5J: 
5le^.-if£r{£U m^, fL&tLtiZttmffim** V r so 
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mmmx *) Tias* y s>*a^i2. ^--if^x.^-^^ 
ctpj-'f^o i£*^y * ntsix*:**:/ . ^<-s*b 

ft£ 1 * y y^^m^ <9?>mF8t\<^ lotf)fiJ/£je£> 

ipCTRit riiba*y^MSi-#U rco y ^ h 
S ft ^m»«sa*ffi*t W le® <il$ ttft i+tttf ft «b ft 

^r^$r, jftflei-*. r<£>fagl*, JttBL*:Jfctt«*« 
[0 0 5 9] y * h S«^^J?><©lt«tt*ffi«»tt, » 

h {c J: o * tt^:« * ft 7 > V ?\^mm »Tffift»! 

asiL^jt«tt*ft«»:tt, * y s^-^-srRas-r 

o7t^Ml, @WCTR(DfiI{^J:o-Cteg^tt^o 
[0 0 6 0] 7 > Pli^@t C T R 

i^lCTR^07 V^^^tCjgfflRrtift@WCTR<b© 
>-^rV^tC43(t^y ^ hnm<DMftCTRte, ^(D=7^ 

CTR^Itt3t*#^o 

[0 0 6 1 ] y* hB»^-rSjEa{bSix^:**©5> 
y^ hg^^^ft^>'^r>'^^»^#5li : ^^^^ 

>^v^iciSffl«r^ft@^cTRtc^:^^^i^ e rco^r 



(15) 
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ttfi. H*rcTRo5p*s«*i|[m-r5iBici, w-»s*Lfc 

[0 0 6 2] -S.jEa{b^tt^*«53(tti$^5i:, y 
* hB»K#^£AflJHR«3 5 8(OTtT»ffiffl[3&v ^ ^ 

•e»m-e#sr<b^*5o m»ffifitt, a*ls*«3 5 10 

Sir, m&ZfrfcV * hiS(DetWt6ifCTR 

s 0 y* hBmzM-tzAtimmm 

3 5 8 <OTtT»ffiffi3d s , A*LH*« 3 5 8 £ , ^60 y * h 

%«t * tLfc y * h g »offiHt-*f -t 5 h*t c t r ^ m» 

8 £ lEMik £ Hfcm^ £ <Z>SK £ o T*U»r £ ttfc 9 ^ * 

r tip) 2 o<ofii*a:s^ y ^ h ift^ffii 

K*H* £ H^T C T R £ coSHc J: o XPM £ tlit 9 > * > 
^^H*i^5rtt?fc5. Hot, «#(0«Srtm-r 

[0 0 6 3] »^LV>3IJgO^{Cio^T, m«ffifflfi 30 

**Lfc«tt:, jE«fc£ft&V\\aK**3 5 8 £^:< |ej 

c v y?mv<Dltm] ( rcpcj ) mere* s 

it«tt*SSr#Jt^An-CV^*^P^-C*>So «** 

CO^ y (DftW}'<? — ^IC^oXW^ZtlZ) 

*^^B»^b+*Ltf, TtT»flfiffifiHW^A*L«B«t 0(6: 
y * M^^t^AtL^L, 

>-z?><Dm&frt> it, m^^tT^ y * h B«ic#-r 

SA*LB*«3 5 8 fc£«Wfc*«t?*>a. jE«ft;£;h, 
haSfc«-r5A*L*Sit«*tLSJ:9^i-5. SB 
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T^>>3 V*£lC#j&-r**7cA*L»*«3 5 8tf*£> 

[0 0 6 4] ^kii y ^ bn»&mn<<Dtiitoizm 

hZtztb^ -<^Us/^3>»*^*t«?-r-5AtLS** 
^ y ^/>7 .^7u-*fttc*ra;i-SA*LS*Si«, i o<t> 

roAtLS^BBa-rST^^a^*** 
(Ok LTS^<b^t^6o 

[0 0 6 5] Li^c^fi. «pfeo y ^ h nmicm 

t5:i:lt y * hHW:»nr^v'3y«^Ba 

SA*LSrWC*fl=^«< fc^fcfi, r ^jE^-TSit^ 
[0 0 6 6] Aa»*^-ttL^^«Offiffl^-&«-i: L 

r#7cAtLS*«3 5 scoftffi^mm-r^co^br, 

lo^, C P C mffit A*LS*(D^tL^tt^«OffiffiSr 

^ y :y^-^/u-JC*ti-SA*LR*«Sr, ^r^^^jE^. 
Yk ^ thtzmm t <D^t L T«ffli?ffi^ 5 r. <t J: o r , 

^•r>a >Jca-t-SA*LS*«tt, i^^^i/^v-3 



(16) 
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>mv<Ditm ( rcPMj ) *fits*ii5o zcDAti 
wtm&toMM&c p c m&xm zti&^&mtD&offim 

[0 0 6 7] ^u^^ioit ^y^r^av 

A*LS*«#7 ^*c^># 1 filDltCT R~C 10 
tkZtlitmGKttL. g*«l4CPC*ttt*SW. 

cpcoa*L«£* ^tffc&So c^m^tt 

y 9 -x/u—Rxf 1 o3m*ixRJb0>r 9 is b y(:^t 
5 lEMlk S ttfc AfL^??f ffiK*nJ( § tifcS-^K 

±BUfc HBAfltJ BW*rlWfcr-6w4:fcft 

[0 0 6 8] B&£tlitmM<OJ»m\z£Z>b, 

#7c^A*LPfl{c*5v>r. #Mttofcs r d A,cT{ci ^ a> 

y / u y i/ a Xc^f 5 AtLfc-^x. ^H5 0 R3fl«*#Jt 
jxtf*#V^a, #7c®*A*LO^flcS:flfiffl[ff4B-rSRO so 

6>*uS. 

[0 0 6 9] JtEfHUi* »*SA*LIB«C*5l^Tft*lx 

s^Wffltt^fcs r^ri^A/rj *it«srnr«gjc 
K«rc*>£A*u o-^-e^So t^s-r^ui, #tg» 

^ y ^^-^/k CDA*L£&®ft^ffi-C&£A*Lfc 40 

Htii-ew^ #5gA*lk*«3 5 8<a«&*. a 
*wcpcfcffct>o ra*wcPMj o»tt-e»u-rs 

itMlt^o #7cS*AtL<a&*WCPMffitt, 
*©Aft©a*ttCPCl^ 9b»ttCPC*r»U-r« 

1 cm v * b tut m c ? > * > r tc s/b ^rtig 4 @ # c t 
«j ^ffl^s: t^-BrtB-efcs. 50 
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[0070] &mifc(Dmm<Di/*^j*frT? is? 

->g ht*^t5i:^^fc^o 
•^O^^iCf^ ^>;*^A(£j;oT^V#^lE^£;ftS 

Xtt^;*^AfcJE#±©*:*:/*>r ^-tr;*£-ti:S 

L fc r * v- g (7) ii$n £ L * v ic ft > 

So *0>*frl:if4* ^ftl^g±^W7^v/ 3 >K 

tfftbftv^j: 3^-TSJ: 3.— ffto^-y-jvu • 3 
vt 0 ^— ^xii^oflfi,^^W^"t?^ibi"S^-— ifco^ 

^^xfiSM^im^tLS^^T'foSo zoLrtzmm 

feSo — fio^^Lfcftbli, Jk^te, Jtt^^tC^ 

-r saHU& v*«-<© y * h ^BaK-r s r 1 1 , 

#S<t5fcftSo * fet-. 1 3 0fc«5fcS:«#rC£ 

v h*rfl"*>iitPwi:3ftS"e#S J: 5^*S» 
[0 0 7 1] rjK#^^ffSrBBK-rsj ^IRSftS 

ot;u-fyM^ti5;^(:^5 0 IH2{c^-rj:9 
1^JT**)So HI2 0>^^— 1 2 O^^fc, r^f+il 



(17) 



&m 2003-2337 



31 

[0072] r^n-grgj tz&nmm 
#tfo tmmm&mii'fz] mtiKDTxte. 

l^tSo *3l««tt, _tiELfdl5tf>ggSiE»y * h 3 10 
[0 0 7 3] SfelC B2© r^ffil^j ^^^.— 1 5 

s^coy^hBfttt, *ixKMte!fc^a*fc 9 
Tte^sSf *£*<z> y * h • v^^&SffiHt-, mtts 

ie»*a»s**y^ hB^o-tH-pnica-L-c, 
[0074] m2<D&m\cmz>t. w*r±**:* ^± 

1 2 OKStbSfcifr, 
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[0 0 7 5] lo^^feo^^^-c, J£ft±tt, * 
KlCft^Stt^HWffFWS, 7 2 4, 4 2 4 

-^^<— ^rt^iiADR&tt, ^IbA^tcJzoTHff^^ 
[0 0 7 6] JE#ilc«*SixfcSJfflR««lll4, 



(18) 
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5:W5t?#6. -fiJE#3E^JE*«riMtr6i:, ^B 
6 l O^-r^K, l£«^«J:o-Clft«*ixfe»*» 

[oo77] ^rssttottsusB tt«~Fa> ct 9 tcmit-r 

tc, Stttt^^^-Klc^Sttfc^ieHWlFWS, 7 2 
4, 4 2 4-§-^BB^^^^7 1 AS:ffiv^TBIEL, *B 
I, 5ZT£&Z>^kfrX$Z> 0 L^Lft^b, 

*lfc#S»fF»5 f 8 3 6, 2 4 l-g-KBB^SttT^S 

Xt5i»liBt(0*«lt«aftt?*affll»«rBWJ't-5o 

[0 0 7 8] — ajEfti^*^*^^— ^dSjELV^r 
££rflt^#>6£, ^Pg6 1 2{dJol^TJ£S : ^^— i^iC 

^ * ^ fe »5tfES-7**- * * (^TkJBEW^ffi 30 

[0 0 7 9] J£Pg6 1 2-Ctt»S*tfc«MfirtlCfcfi^ U- 
h^-KBilli, ^Pg6 l 4-C, v-^-McJ; 

£fc«S<z>K*rffiffilc«£ 5 #7c^fc«*Sr^»-r 5 r k 
tt\ ifco^ KrisSBr6 1 0-eiJEJC3fira 

[0 0 8 0] *HSO»«^*ji^T, ffl^l-K&^ii 
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[oo8i] rmQhmmk<Dmx&&&mmxz>} <n* 
7 ort^i^r, &m-rz>^kfcx$ z>o r^ff 

y . X(DffiM~t y >3 >X\ S^^S^>/c^»cd®^ 
[0 0 8 2] Ji|S60^tT^"C% JK#^d^ 

[oo83] mffi<o$¥#mm&&±< tz^m&i^ 

<h^T*#-5 0 J£#*ttafTO*JfflFT1!B«KSr*l«J 
[0 0 8 4] «fT^»^«iii^**S&dSfcS4i*«, 
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m^-r^o iS§i^*»li4S:13 tt 5 ^ i SrlR L 

[0 0 8 5] RtcJiJSLIIl2 K^-TJ;?!-. J£S*<z>* 20 
O^b, £tM?3S*=aL — l 7 0£r^ 
1 VSrfilit 5 r i: 35S-C# 5 e -bfB<D TOftM 

^lEAJSS^KWi-Sr irfcfcSo &m^> 
[0 0 8 6] ai^ftif y y<7) x y • -y- 
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tf> xii r*fl.ajgj co^sftii, &$i£tilt 

«M13 2tCt&j^^tt^:^i^tf7 ? -^-<-^ 
5*S*«ffltS:i:* s -e#5o Mill J££f£cD^ff- 
[0 0 8 7] lO(OSSlfiOJgli^*3V^"CfflV>P>ixS«l* 

y* hOlSA^i 7 10 a co J; <£>15A*SBte, 

6oistt7 2 0<h, &m&ic&^x? V vfZtiftkZtc 

KB*"*^'^'*— y ^ 7 3 0 ££^tf Q URL 7 4 
0fc£fc. H7fci*i-J:5fc, «3t*S*y * boiEA* 

^i/^^ayj #fia^*^-rs 0 m7(Dmm^^mn 

gcD^n®® 7 l O0VW'*—y >^ 7 3 0 Sr»WU/c 
<h#, SP*> r^.y^j L/c<t#^ ^cDJgioo y 

ic!2^£*u ^mLtzfemtx-x^&frisX&^cD 
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SYSTEM AND METHOD FOR ENABLING MULTI-ELEMENT BIDDING 
FOR INFLUENCINGA POSITION ON A SEARCH RESULT LIST 
GENERATED BY A COMPUTER NETWORK SEARCH ENGINE 

BACKGROUND 

The transfer of information over computer networks has become an 
increasingly important means by which institutions, corporations, and 
individuals do business. Computer networks have grown over the years from 
independent and isolated entities established to serve the needs of a single 
group Into vast internets which interconnect disparate physical networks and 
allow them to function as a coordinated system. Currently, the largest 
computer network in existence Is the Internet The Internet is a worldwide 
interconnection of computer networks that communicate using a common 
protocol. Millions of computers, from low end personal computers to high end 
super computers, are connected to the Internet. 

The Internet has emerged as a large community of electronically 
connected users located around the world who readily and regularly exchange 
significant amounts of information. The Internet continues to serve its original 
purposes of providing for access to and exchange of information among 
government agencies, laboratories, and universities for research and 
education. In addition, the Internet has evolved to serve a variety of interests 
and forums that extend beyond its original goals. In particular, the Internet Is 
rapidly transforming into a global electronic marketplace of goods and 
services as well as of ideas and information. 

This transformation of the Internet Into a global marketplace was driven 
in large part by the introduction of an information system known as the World 
Wide Web ("the web"). The web is a unique distributed database designed to 
give wide access to a large universe of documents. The database records of 
the web are in the form of documents known as "pages". These pages reside 
on web servers and are accessible via the Internet. The web is therefore 
a vast database of information dispersed across countless Individual 
computer systems that is constantly changing and has no recognizable 
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organization or morphology. Computers connected to the Internet may 
access the web pages via a program known as a browser, which has a 
powerful, simple-to-learn graphical user interface. One powerful technique 
supported by the web browser is known as hyperlinking, which permits web 
page authors to create links to other web pages which users can then retrieve 
by using simple point-and-click commands on the web browser. 

The pages may be constructed in any one of a variety of formatting 
conventions, such as Hyper Text Markup Language (HTML), and may include 
multimedia information content such as graphics, audio, and moving pictures. 
Any person with a computer and a connection to the Internet may access any 
publicly accessible page posted on the web. Thus, a presence on the World 
Wide Web has the capability to introduce a worldwide base of consumers to 
businesses, individuals, and Institutions seeking to advertise their products 
and services to potential customers. Furthermore, the ever increasing 
sophistication in the design of web pages, made possible by the exponential 
increase in data transmission rates and computer processing speeds, makes 
the web an increasingly attractive medium for advertising and other business 
purposes, as well as for the free flow of Information. 

The availability of powerful new tools that facilitate the development 
and distribution of Internet content has led to a proliferation of Information, 
products, and services offered on the Internet and dramatic growth in the 
number of consumers using the Internet. International Data Corporation, 
commonly referred to as IDC. estimates that the number of Internet users will 
grow from approximately 97 million worldwide in 1998 to approximately 320 
million worldwide by the end of 2002. In addition, commerce conducted over 
the Internet has grown and is expected to grow dramatically. IDC estimates 
that the percentage of internet users buying goods and services on the 
Internet will increase from approximately 28% at the end of 1998 to 
approximately 40% in 2002, and that over the same period of time, the total 
vaiue of goods and services purchased over the Internet will increase from 
approximately $32.4 billion to approximately $425.7 billion. 
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The Internet has emerged as an attractive new medium for businesses 
and advertisers of information, products and services to reach these large 
numbers of consumers. However, the web is composed of a seemingly 
limitless number of web pages dispersed across millions of different computer 
systems all over the world in no discernible organization. Search services or 
mechanisms, such as directories and search engines, have been developed 
to index and search the information available on the web and thereby help 
Internet users locate information of interest. These search services enable 
consumers to search the Internet for a listing of web sites based on a specific 
topic, product, or service of interest 

Search services are, after e-mail, the most frequently used tool on the 
Internet. As a result, web sites providing search services offer advertisers 
significant reach into the Internet audience and give advertisers the 
opportunity to target consumer interests based on keyword or topical search 
requests. Businesses and advertisers have an interest In participating in 
search result listings. In doing so. they generally seek to maximize exposure 
and traffic to their web sites, while managing any costs associated with such 
exposure In an efficient and cost-effective manner. 

Generally, in a web-based search on an Internet search engine, a user 
enters a search term comprising one or more keywords, which the search 
engine then uses to generate a listing of web pages thatthe user may access 
via a hyperlink. There are many ways In which a search engine can return the 
results listings. There are search engines that use automated search 
technology, which relies in large part on complex, mathematics-based 
database search algorithms that select and rank web pages based on multiple 
criteria such as keyword density and keyword location. The search results 
generated by such mechanisms often rely on blind mathematical formulas and 
may be random and even irrelevant. These search engines often catalog 
search results that rely on invisible web site descriptions, or "meta tags", that 
are authored by web site promoters. It is not uncommon for web site owners 
to tag their sites as they choose In attempt to attract additional consumer 
attention at little to no marginal cost. 
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Other search engines and web site directories may also rely on manual 
efforts of limited editorial staffs to review web page information, which 
becomes an ever-increasing difficult task as the volume and diversity of 
Internet content grows. No matter what the process, however, web page 
owners seek to target more effectively their web exposure and d.stribute 
information to the attention of interested users on a current and 
comprehensive basis, white maintaining costs or monitoring budgets. 

One known effort that has been used by advertisers to generate web 
site traffic is banner advertising, where web site promoters seeking to promote 
and increase their web exposure purchase space on the pages of popular 
commercial web sites. The web site promoters usually All this space with a 
colorful graphic, known as a banner, advertising their own web site and acting 
as a hyperlink for a visitor to click on to access the site. Banners may be 
displayed at every page access or may be targeted to search terms used on a 
search engine. Like traditional advertising, banner advertising on the Internet 
is typically priced only on an Impression basis, with advertisers paying for 
exposures to potential consumers. Using only this type of advertising, 
however, may not necessarily provide the most desirable or cost efficient 
exposure rate for a business or advertiser seeking to target Interested 
consumers. 

internet advertising can offer a level of targetability, interactivity, and 
measurability not generally available in other media. With the proper tools, 
Internet advertisers have the ability to direct and target their messages to 
specific groups of consumers and receive prompt feedback as to the 
effectiveness of their advertising campaigns. Many of the traditional 
paradigms of advertising and search engine algorithms fail to offer appropriate 
options to businesses or advertisers or to maximize the delivery of relevant 
information via the web lo interested parties in a cost-effective manner for 
those businesses and advertisers. Ideally, web site promoters or advertisers 
should be able to control their placement in aearch result listings so that their 
listings appear in searches that are relevant to the content of their web site 
and to control their mode of participation and any associated costs so that 
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such listings are desirable or effective for their business. Search engine 
functionality needs to facilitate an on-line marketplace which offers consumers 
quick easy and relevant search results while providing Intemet advertisers 
and promoters with a cost-effective way to target consumers in a manner they 
determine most appropriate for their business goals. In this on-line 
marketplace, companies selling products, services, or information will be able 
to determine the options that best suit its advertising and cost needs and 
appear in desirable positions on a search result list generated by an Internet 
search engine. 

Since advertisers generally must pay for each referral generated 
through the search result lists generated by the search engine, advertisers 
have an incentive to select and bid on those search keywords that are most 
relevant to their web site offerings. A referral can be of any one of a number 
types. One type of referral is an impression referral, whereby the adverts 
listing appears in the search results list. Another type of referral Is a click- 
through referral, whereby a consumer clicks on the advertiser's listing. Still 
another type of referral is an action referral, whereby after the consumer has 
clicked on the advertiser's listing, the consumer takes further action In 
connection with the advertiser's web site. These further actions include, for 
example, actions such as registering with the advertiser's site, partic.pat.ng In 
a promotion in connection with the advertiser's site, and/or purchasing a good 
or service from the advertiser. Advertisers can bid on one or more of the 
various types of referrals. In the case where the advertiser bids on more than 
one type of referral, a bid will comprise multiple elements, one element per 
type of referral bid upon. The higher the market value of an advertiser's bid. 
the higher the advertiser's position on a search result list. The higher an 
advertiser's position on a search result list, the higher the likelihood of a 
referral; that is, the higher the likelihood that a consumer will be referred to the 
advertiser's web site through the search result list. 

It is therefore an object of the present invention to provide a system 
and method for enabling promoters to influence a position on a search result 
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listing generated by an Internet search engine for a specified set of search 
terms. 

It is also an object of the present invention to provide promoters with a 
search engine that permits such promoters to influence a higher placement in 
a search result list via a continuous, competitive online bidding process. 

It Is another object of the present invention to provide a cost-effective 
method of Internet advertising where the web site promoter is charged in 
direct proportion to the number of referrals generated by the search engine. 

It is another object of the present Invention to create a new method of 
advertising where advertisers can bid on those types of referrals that the 
advertiser wants to bid upon, and where the market value of that bid 
determines the advertiser's search results list placement A further object 
being that advertisers are allowed to select and modify referrals to better meet 
their business needs. 

BRIEF SUMMARY 

The present embodiments seek to address the aforementioned 
problems by providing a system and method for enabling a web site promoter 
using a computer network to influence a position within a search result list 
generated by an Internet search engine. One embodiment relates to a 
system and method to enable a web site promoter to define a search listing 
for a search result list, select a search term relevant to the promoter's web 
site, and influence a search result list position for the search listing on an 
Internet search engine. When an Internet user enters the search terms in a 
search engine query, the search engine will generate a search result list with 
the web site promoter's listing in a position influenced by one or more 
parameters defined by the promoter. The present embodiments further permit 
web site promoters to select the types of referrals to utilize when selecting 
search terms for purposes of participating in the search result listings. 

The embodiments described herein use the concept of a bid, which 
corresponds to the economic value that an advertiser will give when network 
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.ocations associated with the advertiser are referred to a searcher in response 
to a query from the searcher. The economic value may be a money amount 
charged or chargeable to the advertiser, either directly or indirectly. The 
economic value may be an amount debited from an account of the advertiser. 
The amount may be a money amount or another value, such as credit points. 
The economic value may be given by the advertiser to the operator of a 
database search system or to a third party. 

The economic value is given when a searcher Is referred to one or 
more network locations, such as advertiser web sites, are referred to a 
searcher. The referral may be made by presenting the network locations on a 
screen used tor data entry and receipt by the searcher, alone or with other 
search results. This Is referred to as an impression. Alternatively, and in an 
embodiment generally described herein, the referral may occur when the 
searcher clicks on or clicks through to access the network locations of the 
advertiser, as will be described in greater detail below. Or the referral may be 
by some other acton taken by the searcher after accessing the network 

locations of the advertiser. 

In one embodiment, a web site promoter selects a search term and 
influences a position within the search result list generated by that search 
term by participating in an online competitive bidding process. This online 
competitive bidding process allows a web site promoter to pay for selected 
referrals and may be employed in conjunction with an Internet search engine. 
Allowing promoters to pay for selected referrals applies market principles to 
advertising on the Internet. Conventional Internet search engines do not 
provide a way for web site promoters to easily predict the position of their web 
site in search results or guarantee their appearance in search results 
containing their web site description. A tool enabling advertisers to target web 
search terms relevant to their business and to influence the placement of their 
web site description within the search results provides a powerful advantage 
to businesses and others seeking to Increase their web exposure. 
Furthermore, a competitive pricing or bidding process and basing pricing on 
type and number of web site referrals generated helps ensure that the pricing 
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structure reflects the market and is accessible to advertisers of all budget 
sizes. 

To participate in the process, an advertiser or web site promoter may 
access the advertiser's user account through a secure web site. The 
advertiser may use the accounl to place bids on search terms that are 
relevant to the advertiser's web site: Each bid relates to a search term-web 
site combination and corresponds to money amounts that the advertiser will 
pay to the owner of the search engine each time a searcher is referred to the 
advertiser through the search result list generated by the search engine. 
These money amounts apply to one or more of the types of referrals, which 
include impression, click-through, or action. The appearance of the 
advertiser's listing In the search results list will result in an Impression referral. 
A click-through referral will occur when a searcher clicks on the advertiser's 
listing, and this click will result in an access request being sent to the 
advertiser's web site, which will respond by transmitting the advertiser's web 
page to the searcher's browser. An action referral will occur when, after the 
search is performed, the searcher performs a further action in connection 
with the advertiser's web page, including, for example, actions such as 
registering with the advertiser's site, participating in a promotion in connection 
with the advertiser's site, or purchasing a good or service from the advertiser. 
In general, click-through referrals provide higher benefits to the advertiser 
than Impression referrals, action referrals provide higher benefits than click- 
through referrals, and some types of action referrals provide higher benefits 
than other types of actions. Nonetheless, all types of referrals provide 
benefits to the advertiser. Since the charge to the advertiser is based on the 
number and type of referrals to the advertiser's web site that were generated 
by the search engine, the charge for placement is directly proportional to the 

benefits received. 

The higher the market value of the bid, the more advantageous the 
placement In the search result list that is generated when the bidded search 
term is entered by a searcher using the search engine. The search result list 
is arranged in order of decreasing bid value, with the search listing 
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corresponding to the highest valued bids displayed first to the searcher. 
Preferably, each search listing corresponding to a bid Is identified on the 
display as a paid listing. Most preferably, the bid value is included on the 
identification. In addition, the search result list of the present embodiments is 
preferably combined with "non-paid" web site descriptions generated by a 
conventional Internet search engine, preferably including listings generated 
according to mathematics-based database search algorithms as discussed 
above. The combination of paid and unpaid listings helps ensure that the 
searcher Will receive the most complete and relevant search results. Most 
preferably, the non-paid listings are considered to have a bid value of zero 
and are therefore underneath the paid results. 

According to a first embodiment, there is provided a system and 
method for enabling *»e web site promoters to influence a position for a 
search listing within a search result list generated by an Internet search 
engine. The advertiser or web site promoter first selects a search term 
comprising one or more keywords relevant to the content of the web site to be 
listed. The advertiser or web site promoter influences the rank position for the 
search listing through an ongoing online competitive bidding process with 
other web site promoters. The bidding process occurs when an advertiser 
enters a new set of bid element amounts for an existing search listing or 
enters a set of bid element amounts for a new search listing. Preferably, the 
advertiser or promoter's bid is then processed In real time. The value of this 
set of bid element amounts is compared with the values of all other bids from 
other promoters for the same search term, and generates new rank values for 
all search listings having that search term. The rank value determines the 
position where the promoter's web site description will appear on the search 
results list page that Is generated when the search term is entered into the 
query box on the search engine by a searcher. A more valuable bid will result 
in a higher rank value and a more advantageous placement which is 
preferably near the beginning of the search results list page. Preferably, the 
quantities used in the competitive bidding process are money amounts that 
the web site promoter will pay to an owner of the Internet search engine each 



(37) >&m 2003-233731 

10 

time the advertiser's web site is referred by the search engine in the ways that 
the advertiser has bid upon, Most preferably, these money amounts will be 
deducted from an account balance that is retained in the promoter's account 
for each time the promoter's web site is referred by the search engine. 

One embodiment of the system and method provides a database 
having accounts for the web site promoters. Each account includes contact 
and billing information for a web site promoter. In addition, each account 
includes at least one search listing, each search listing having five 
components: a description of the web site to be listed, the Uniform Resource 
Locator (URL) of the web site, a search term comprising one or more 
keywords, a set of bid element amounts, and a title for the search listing. 
Each account may also Include the promoter's payment history and a history 
of search listings entered by the user. The promoter logs in to his or her 
account via an authentication process running on a secure server. Once 
logged in, the promoter may add, delete, or modify a search listing and modify 
its bid element amounts. The functions of adding or deleting a search listing, 
or modifying the bid element amounts of a search listing is to initiate the 
competitive bidding process described above. All search listing changes and 
modifications are processed substantially in real time to support the online 
competitive bidding process. 

One embodiment provides a method of determining the market value of 
a bid. A bid is comprised of a set of bid element amounts. Each element of 
the bid is associated with one type of referral. The market value of a bid is 
calculated as the sum of the market values of the elements of that bid. The 
market value of a bid element is calculated as the product of the amount of 
the bid element and the probability of the occurrence of the referral associated 

with that element- 
In an alternative embodiment of the system and method of the present 
invention, the system, instead of the web site promoter, selects the search 
term or terms relevant to the promoters web site. This saves the promoter 
from doing this work, although it leaves the promoter with less control. 
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BRIEF DESCRIPTION OF THE DRAWINGS 

FIG. 1 is a block diagram illustrating the relationship between a large 
network and one embodiment of the system and method for generating a pay- 
for-performance search result of the present invention; 

FIG. 2 is a chart of menus, display screens, and Input screens used in 
one embodiment of the present invention; 

FIG. 3 is a flow chart illustrating the advertiser user login process 
performed in one embodiment of the present invention; 

FIG, 4 is a flow chart illustrating the administrative user login process 
performed in one embodiment of the present invention; 

FIG. 5 is a diagram of data for an account record for use with one 
embodiment of the present invention; 

FIG. 6 is a flow chart illustrating a method of adding money to an 
account record used in one embodiment of the present Invention; 

FIG. 7 illustrates an example of a search result list generated by one 
embodiment of the present invention; 

FIG. 8 is a flow chart illustrating a change bids process used in one 
embodiment of the present Invention; and 

FIG. 9 illustrates an example of a screen display used in the change 
bids process of FIG. 8. 

DETAILED DESCRIPTION OF THE PRESENTLY PREFERRED 
EMBODIMENTS 

Methods and systems for generating a pay-for-placement search result 

determined by a site promoter, such as an advertiser, over a client/server 

based computer network system are disclosed. The following description is 

presented to enable any person skilled in the art to make and use the 

invention. For purposes of explanation, specific nomenclature Is set forth to 

provide a thorough understanding of the present invention. Descriptions of 

specific applications are provided only as examples. Various modifications to 

the preferred embodiments will be readily apparent to those skilled in the art, 

and the general principles defined herein may be applied to other 
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embodiments and applications without departing from the spirit and scope of 
the invention. Thus, the present invention is not intended to be limited to the 
embodiments shown, but is to be accorded the widest scope consistent with 
the principles and features disclosed herein. 

Referring now to the drawings, FIG. 1 is an example of a distributed 
system 10 configured as client/server architecture used in a first embodiment. 
A "client" is a member of a class or group that uses the services of another 
class or group to which it is not related. In the context of a computer network, 
such as the Internet, a client is a process (I.e. roughly a program or task) that 
requests a service which is provided by another process, known as a server 
program. The client process uses the requested servioe without having to 
know any working details about the other server program or the server itself. 
In networked systems, a client process usually runs on a computer that 
accesses shared network resources provided by another computer running a 
corresponding server process. However, ft should also be noted that it is 
possible for the client process and the server process to run on the same 
computer. 

A "server" is typically a remote computer system that is acoesslble over 
a communications medium such as the Internet. The client process may be 
active in a second computer system, and communicate with the server 
process over a communications medium that allows multiple clients to take 
advantage of the information-gathering capabilities of the server. Thus, the 
server essentially acts as an information provider for a computer network. 

The block diagram of FIG. 1 therefore shows a distributed system 10 
comprising a plurality of client computers 12, a plurality of advertiser web 
servers 14, an account management server 22, and a search engine web 
server 24, all of which are connected to a network 20. The network 20 will be 
hereinafter generally referred to as the Internet. Although the disclosed 
system and method are specifically useful for the Internet, it should be 
understood that the client computers 12, advertiser web servers 14, account 
management server 22, and search engine web server 24 may be connected 
together through one of a number of different types of networks. Such 
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networks may Include local area networks (UWs), other wide area networks 
(WANs), and regional networks accessed over telephone lines, such as 
commercial information services. The client and server processes may even 
comprise different programs executing simultaneously on a single computer. 

The client computers 12 can be conventional personal computers 
(PCs), workstations, or computer systems of any other size. Each client 12 
typically includes one or more processors, memories, Input/output devicee, 
and a network interface, such as a conventional modem. The advertiser web 
servers 14, account management server 22, and the search engine web 
server 24 can be similarly configured. However, advertiser web servers 14, 
account management server 22, and search engine web server 24 may each 
include many computers connected by a separate private network. In fad, 
the network 20 may Include hundreds of thousands of individual networks of 
computers. 

The client computers 12 can execute web browser programs 16, such 
as the NAVIGATOR, EXPLORER, or MOSAIC browser programs, to locate 
the web pages or records 30 stored on advertiser server 14. The browser 
programs 16 allow the users to enter addresses of specific web pages 30 to 
be retrieved. These addresses are referred to as Uniform Resource Locators, 
or URLs. In addition, once a page has been retrieved, the browser programs 
16 can provide access to other pages or records when the user "clicks" on 
hyperlinks to other web pages. Such hyperlinks are located within the web 
pages 30 and provide an automated way for the user to enter the URL of 
another page and to retrieve that page. The pages can be data records 
including as content plain textual information, or more complex digitally 
encoded multimedia content, such as software programs, graphics, audio 
signals, videos, and so forth. 

In one embodiment illustrated in FIG. 1, client computers 12 
communicate through the network 20 with various network information 
providers, including account management server 22, search engine server 24, 
and advertiser servers 14 using the functionality provided by a HyperText 
Transfer Protocol (HTTP), although other communications protocols, such as 
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FTP, SNMP, TELNET, and a number of other protocols known in the art, may 
be used. Preferably, search engine server 24, account management server 
22, and advertiser servers 14 are located on the World Wide Web. 

As discussed above, at least two types of server are contemplated In a 
preferred embodiment. The first server contemplated is an account 
management server 22 comprising a computer storage medium 32 and a 
processing system 34. A database 38 is stored on the storage medium 32 of 
the account management server 22. The database 38 contains advertiser 
account information. It will be appreciated from the description below that the 
illustrated system and method may be implemented in software that is stored 
as executable instructions on a computer storage medium, such as memories 
or mass storage devices, on the account management server 22. 
Conventional browser programs 16, running on client computers 12, maybe 
used to access advertiser account information stored on account 
management server 22. Preferably, access to the account management 
server 22 is accomplished through a firewall, not shown, which protects the 
account management and search result placement programs and the account 
information from external tampering. Additional security may be provided via 
enhancements to the standard communications protocols such as Secure 
HTTP or the Secure Sockets Layer. 

The second server type contemplated is a search engine web server 
24. A search engine program permits network users, upon navigating to the 
search engine web server URL or sites on other web servers capable of 
submitting queries to the search engine web server 24 through their browser 
program 16, to type keyword queries to identify pages of interest among the 
millions of pages available on the World Wide Web. In one embodiment, the 
search engine web server 24 generates a search result list that includes, at 
least in part, relevant entries obtained from and formatted by the results of the 
bidding process conducted by the account management server 22. The 
search engine web server 24 generates a list of hypertext links to documents 
that contain information relevant to search terms entered by the user or by the 
system at the client computer 12. The search engine web server transmits 
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this list, in the form of a web page, to the network user, where it is displayed 
on the browser 16 running on the client computer 12. A presently preferred 
: embodiment of the search engine web server may be found by navigating to 
the web page at URL http://vvww.overture.com/. In addition, the search result 
list web page, an example of which is presented in FIG. 7, will be discussed 
below in further detail. 

Search engine web server 24 is connected to the Internet 20. In one 
embodiment, search engine web server 24 Includes a search database 40 
comprised of search listing records used to generate search results in 
response to user queries. In addition, search engine web server 24 may also 
be connected to the account management server 22. Account management 
server 22 may also be connected to the Internet. The search engine web 
server 24 and the account management server 22 address the different 
information needs of the users located at client computers 12. 

For example, one class of users located at client computers 12 may be 
network information providers such as advertising web site promoters or 
owners having advertiser web pages 30 located on advertiser web servers 14. 
These advertising web site promoters, or advertisers, may wish to access 
account information residing in storage 32 on account management server 22 
An advertising web site promoter may, through the account residing on the 
account management server 22, participate in a competitive bidding process 
with other advertisers. An advertiser may bid on any number of search terms 
relevant to the content of the advertiser's web site. In one embodiment, the 
relevance of a bldded search term to an advertiser's web site is determined 
through a manual editorial process prior to insertion of the search listing 
containing the search term and advertiser web site URL into the database 40. 
In an alternate embodiment, the relevance of a bidded search terni in a 
search listing to the corresponding web site may be evaluated using a 
computer program executing at processor 34 of account management server 
22, where the computer program will evaluate the search term and 
corresponding web site according to a set of predefined editorial rules. In 
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another embodiment, the system, rather than the advertiser, selects the 
search term or terms relevant to the content of the advertiser's site. 

The more valuable bids receive more advantageous placement on the 
search result list page generated by the search engine 24 when a search 
using the search term bid on by the advertiser, or associated by the system 
with the advertiser's web site, is executed. In one embodiment, the bid by an 
advertiser comprises a money amount that is deducted from the account of 
the advertiser for each time a specific type of referral to that advertiser occurs. 
Preferentially, that specific type of referral is the click-through referral. Click- 
through referrals are preferable to impression referrals in that advertisers 
generally prefer the former over the latter. Moreover, dick-through referrals 
are preferred to action referrals in that recording the former is within the 
exclusive control of the search engine web server 24, whereas recording the 
latter requires cooperation of the advertiser, since actions generally occur on 
the advertiser's web site. In this embodiment, bids comprise only one 
element - specifically, the money amount that Is deducted upon the 
occurrence of a click4hrough referral. A click-through referral occurs when 
the advertiser's web site is accessed via a hyperlink on the search result list 
page. A searcher "clicks" on the hyperlink with a computer input device to 
Initiate a retrieval request to retrieve the information associated with the 
advertisers hyperlink. Preferably, each access or "click" on a search result 
list hyperlink will be redirected to the search engine web server 24 to 
associate the "click" with the account identifier for an advertiser. This redirect 
action, which is not apparent to the searcher, will access account identification 
information coded Into the search result page before accessing the 
advertiser's URL using the search result list hyperlink clicked on by the 
searcher. The account identification information is recorded in the 
advertiser's account along with information from the retrieval request as a 
retrieval request event. Since the information obtained through this 
mechanism conclusively matches an account identifier with a URL in a 
manner not possible using conventional server system logs known in the art, 
accurate account debit records will be maintained. Most preferably, the 
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advertiser's web site description and hyperlink on the search result list page is 
accompanied by an indication that the advertiser's listing is a paid listing. 
Most preferably, each paid listing displays a "cost to advertiser,* which is an 
amount corresponding to value of the advertiser's bid for each click-through 
referral to the advertiser's site through the search result list 

In a second embodiment, the bid by an advertiser comprises a set of 
money amounts that are deducted from the account of the advertiser for each 
time certain types of referrals to that advertiser occur. Preferentially, the 
types of referrals available to the advertiser to be bid upon would comprise 
impression, click-through, and a limited set of types of advertiser-defined 
actions. The limited set may comprise two types of actions. In that case, a 
multi-element bid would comprise four elements - specifically, the money 
amounts that are deducted, respectively, upon the occurrence of an 
impression referral, a click-through referral, a first action referral, and a 
second action referral. Because the web sites of two different advertisers can 
be very different in purpose, and because a particular advertiser could have 
very different purposes underlying two different advertising campaigns, it is 
preferred that the first and second action elements of the bid be advertiser- 
defined. For example, one advertiser could define the first action as response 
to a certain promotion, whereas another advertiser could define the first acton 
as a sale of a good or service. 

An Impression referral to an advertiser occurs when that advertiser's 
listing appears in the search results listing. In the event of an Impression 
referral to an advertiser, the account identification information is recorded in 
that advertiser's account along with information about the event as an 
impression referral event. Since the information obtained through this 
mechanism conclusively matches an account identifier with a URL in a 
manner not possible using conventional server system logs known in the art, 
accurate account debit records will be maintained. 

Click-through referrals to advertisers occur and are handled as 
described above in the first embodiment. In alternative embodiments, click- 
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through referral processing may be modified according to particular design or 
implementation goals and requirements. 

An action referral to an advertiser occurs when the searcher performs 
that action associated with the advertiser's web site, after the searcher has 
clicked through to the advertiser's web site. Upon receipt of notification from 
the advertiser that the action has occurred, the account identification 
information is recorded In that advertiser's account along with information 
about the event as a specific action event Since the information obtained 
through this notification mechanism conclusively matches authentication 
information associated with that advertiser, accurate account debit records will 
be maintained. 

Notwithstanding the first and second embodiments above, the 
disclosure herein addresses all possible combinations of referral types upon 
which to bid. By way of example, an embodiment could have advertisers 
bidding on only Impression referrals and click-through referrals. This 
embodiment would provide the benefit of having the referral events noticed 
and recorded by search engine web server 24 without the cooperation of 
advertisers. In a second example, another embodiment could have 
advertisers bidding on only one action referral. This embodiment would 
provide the benefit of aligning with the advertiser interest in paying for highly 
targeted, directed, and specific events. A second class of users at client 
computers 12 may comprise searchers seeking specific information on the 
web. The searchers may access, through their browsers 16, a search engine 
web page 36 residing on web server 24. The search engine web page 36 
includes a query box in which a searcher may type a search term comprising 
one or more keywords. Alternatively, the searcher may query the search 
engine web server 24 through a query box hyperlinked to the search engine 
web server 24 and located on a web page stored at a remote web server. 
When the searcher has finished entering the search term, the searcher may 
transmit the query to the search engine web server 24 by clicking on a 
provided hyperlink. The search engine web server 24 will then generate a 
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search result list page and transmit this page to the searcher at the client 
computer 12. 

The searcher may click on the hypertext links associated with each 
listing on the search results page to access the corresponding web pages. 
The hypertext links may access web pages anywhere on the Internet, and 
include paid listings to advertiser web pages 16 located on advertiser web 
servers 14. In one embodiment, the search result list also includes non-paid 
listings that are not placed as a result of advertiser bids and are generated by 
a conventional World Wide Web search engine, such as the INKTOMI, 
LYCOS, or YAHOOl search engines. The non-paid hypertext links may also 
include links manually indexed into the database 40 by an editorial team. 
Most preferably, the non-paid listings follow the paid advertiser listings on the 
search results page. 

FIG. 2 Is a diagram showing menus, display screens, and input 
screens presented to an advertiser accessing the account management 
server 22 through a conventional browser program 16. The advertiser, upon 
entering the URL of the account management server 22 into the browser 
program 16 of FIG. 1, invokes a login application, discussed below as shown 
at screen 110 of FIG. 2, running on the processing system 34 of the server 
22. Once the advertiser is logged-in, the processing system 34 provides a 
menu 120 that has a number of options and further services for advertisers. 
These items, which will be discussed in more detail below, cause routines to 
be invoked to either implement the advertiser's request or request further 
information prior to implementing the advertiser's request. In one 
embodiment, the advertiser may access several options through menu 120, 
including requesting customer service 130, viewing advertiser policies 140. 
performing account administration tasks 150, adding money to the advertiser's 
account 160, managing the account's advertising presence on the search 
engine 170, and viewing activity reports 180. Context-specific help 190 may 
also generally be available at menu 120 and all of the above-mentioned 
options. 



(47) #gfl 2003-233731 

20 

The login procedure of the embodiment is shown in FIGS. 3 and 4 for 
two types of user. FIG. 3 shows the.login procedures 270 for an advertiser. 
FIG. 4 shows the login procedures 290 for an administrator managing and 
maintaining the system and method. As discussed above, the advertiser or 
administrator at a client computer 12 must first use a browser program at 
steps 271 or 291 to access the account management server. After the 
advertiser navigates to the URL of the login page to start the login process at 
step 272 or 292, the processing system 34 of the account management server 
22 Invokes a login application at steps 274 or 294. According to this 
application, the processor provides an input screen 110 (FIG 2) that requests 
the advertiser's or administrator's user name and password. These items of 
information are provided at steps 276 or 296 to a security application known in 
the art for the purpose of authentication, based on the account information 
stored in a database stored in storage 32 of account management server 22. 

According to FIG. 3, after the user has been authenticated as an 
advertiser, the advertiser Is provided with the menu screen 120 of FIG. 2 and 
limited read/Write access privileges only to the corresponding advertiser 
account, as shown in step 278. The advertiser login event 278 may also be 
recorded in step 280 in an audit trail data structure as part of the advertiser's 
account record in the database. The audit trail is preferably implemented as a 
series of entries in database 38. where each entry corresponds to an event 
wherein the advertiser's account record Is accessed. Preferably, the audit trail 
information for an account record may be viewed by the account owner and 
other appropriate administrators. 

However, if the user is authenticated as an administrator in step 295 of 
FIG. 4, the administrator is provided with specified administrative access 
privileges to all advertiser accounts as shown in step 296. The administrator 
login event 296 is recorded in step 297 in the audit trail data structure portion 
of the administrator's account record. This audit trail is preferably 
implemented as a series of entries in database 38. where each entry 
corresponds to an event wherein the administrator's account record is 
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accessed. Most preferably, the administrator's audit trail Information may be 
viewed by the account owner and other appropriate administrators. 

Furthermore, instead of the general advertiser main menu shown to the 
authenticated advertiser users in step 282, the authenticated administrator is 
provided in step 298 with access to search the database 38 of advertiser 
accounts. Preferably, a database search interface is provided to the 
administrator that enables the administrator to select an advertiser account to 
monitor. For example, the interface may include query boxes in which the 
administrator may enter an account number or username or contact name 
corresponding to an account the administrator wishes to access. When the 
administrator selects an advertiser account to monitor in step 299, the 
administrator is then brought to the main advertiser page 120 of FIG. 2, which 
is also seen by the advertisers. 

Access to the account Information 32 located on the account 
management server 22 Is restricted to users having an account record on the 
system, as only those users are provided with a valid login name and 
password. Password and login name information Is stored along with the 
user's other account information in the database 38 of the account 
management server 22, as shown in FIG. 1 . Account information, including a 
login user name and password, is entered in the database 38 of FIG. 1 via a 
separate online registration process that is outside the scope of the present 
disclosure. 

FIG. 5 is a diagram showing the types of information contained in each 
advertiser account record 300 in the database. First, an advertiser account 
record 300 contains a username 302 and a password 304, used for online 
authentication as described above. The aocount record also contains contact 
information 310. Examples of contact information include a contact name, 
company name, street address, phone, e-mail address. 

Contact information 310 is preferably utilized to direct communications 
to the advertiser when the advertiser has requested notification of key 
advertiser events under the notification option, discussed below. The account 
record 300 also contains billing information 320 such as a current balance and 
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credit card information. The billing information 320 contains data accessed 
when the advertiser selects the option to add money to the advertiser's 
account. In addition, certain billing Information, such as the current balance, 
may trigger events requiring notification under the notification option. The 
audit trail section 325 of an account record 300 contains a 41st of all events 
wherein the account record 300 is accessed. Each time an account record 
300 Is accessed or modified, by an administrator or advertiser a short entry 
describing the account access and/or modification event will be appended to 
the audit trail section 330 of the administrator or advertiser account that 
initiated the event. The audit trail information may then be used to help 
generate a history of transactions made by the account owner under the 
account. 

The advertising Information section 330 contains information needed to 
conduct the online bidding process, wherein a position is determined for a 
web site description and hyperlink within a search result list generated by a 
search engine. The advertising data 330 for each user account 300 may be 
organized as zero or more subaccounts 340. Each subaccount 340 
comprises at least one search fisting 344. Each search listing corresponds to 
a bid on a search term. An advertiser may utilize subaccounts to organize 
multiple bids on multple search terms, or to organize bids for multiple web 
sites. Subaccounts are also particularly useful for advertisers seeking to track 
the performance of targeted market segments. The subaccount 
superstructure is Introduced for the benefit of the advertisers seeking to 
organize their advertising efforts, and does not affect the method of operation 
of the embodiments described herein. Alternatively, the advertising 
information section need not include the added organizational layer of 
subaccounts, but may simply comprise one or more search listings. 

The search listing 344 corresponds to a search term/bid pairing and 
contains key information to conduct the online competitive bidding process. 
Preferably, each search listing comprises the following information: search 
term 352. web site description 354, URL 356. bid element amounts 358, and a 
title 360. Additional information may be added or some of this information 
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may be deleted or re-cast according to particular design goals. The search 
term 352 comprises one or more keywords which may be common words in 
English or any other language. Each keyword in turn comprises a character 
string. The search term is the object of the competitive online bidding 
process. The advertiser selects a search term to bid on that is relevant to the 
content of the advertiser's web site. Ideally, the advertiser may select a 
search term that is targeted to terms likely to be entered by searchers seeking 
the information on the advertiser's web site, although less common search 
terms may also be selected to ensure comprehensive coverage of relevant 
search terms for bidding. 

In an alternative embodiment, the system, instead of the advertiser, 
selects the search term or terms related to the advertiser's web site. Certain 
advertisers may prefer to be saved the work of determining these keywords. 
Moreover, to the extent the system allows the advertiser to bid on action 
events, and the advertiser bids only on action events, the advertiser has less 
incentive to be concerned about compiling an accurate search term list related 
to its web site. Since that advertiser pays only upon the occurrence of the 
action, that advertiser may have less incentive to have its web site associated 
with as many different search terms as possible, even entirely unrelated 
search terms. In cases like this, the system would preferably select the 
search terms appropriate to that advertiser's web site in order to maximize 
relevance of the search results. 

The web site description 354 is a short textual description, preferably 
less than 190 characters, of the content of the advertiser's web site and may 
be displayed as part of the advertiser's entry in a search result list. The 
search listing 344 may also contain a title 360 of the web site that may be 
displayed as the hyperlinked heading to the advertiser's entry In a search 
result list. The URL 356 contains the Uniform Resource Locator address of 
the advertiser's web site. When the user clicks on the hyperlink provided in 
the advertiser's search result list entry/the URL is provided to the browser 
program. The browser program, in turn, accesses the advertiser's web site 
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through the redirection mechanism discussed above. The URL may also be 
displayed as part of the advertiser's entry in a search result list. 

In one embodiment there Is only a single bid element amount 358 
corresponding, preferably, to a dick-through event. In this embodiment bid 
element amount 358 is a money amount bid by an advertiser for a listing. 
This money amount Is deducted from the advertiser's prepaid account or is 
recorded for advertiser accounts that are invoiced for each time a search is 
executed by a user on the corresponding search term and the search result 
list hyperlink Is used to refer the searcher to the advertiser's web site. 

In a second embodiment, there are multiple bid element amounts 358. 
These multiple bid element amounts correspond to one or more of an 
impression event, a click-through event, and one or more action events. 
Multiple bid element amounts 358 corresponding to all of an Impression event, 
a click-through event, and one or more action events will be discussed. 

Bid element amount 358 associated with an impression event is the 
money amount deducted from the advertiser's pre-paid account upon the 
occurrence of that event. Bid element amount 368 associated with a click- 
through event is the money amount deducted from the advertiser's pre-paid 
account upon the occurrence of that event. Bid element amounts 358 
associated with action events are the money amounts deducted from the 
advertiser's pre-paid account upon the system receiving notification of the 
occurrence of the applicable action event. 

Finally, a rank value Is a value generated dynamically, preferably by 
the processing system 34 of the account management server 22 shown in 
FIG. 1 , each time an advertiser places a bid or a searcher enters a search 
queiy. The rank value of an advertiser's search listing helps to determine the 
placement location of the advertiser's entry in the search result list generated 
when a search is executed on the corresponding search tBrm. Preferably, 
rank value is an ordinal value determined in a direct relationship to the bid 
value 358; the higher the bid value, the higher the rank value, and the more 
advantageous the placement location on the search result list. In one 
embodiment, the rank value of 1 is assigned to the highest bid value with 
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successively higher ordinal values (e.g., 2. 3, 4. . . .) associated with 
successively lower ranks and assigned to successively lower bid values. 
Under an alternative preferred embodiment, the bid values are used in 
combination with one or more other factors In determining rank value. As an 
example of other factors, certain measures of relevance that are independent 
of the bid value could be used. 

In one embodiment, in which there is only a single bid element amount 
358, the bid value is the value of the bid element amount 358. Preferably, this 
value is determined simply by using the exact amount of the bid element as its 
value. This method of determination has the benefit of simplicity and clarity. 

Alternatively, and also preferably, the value of bid element amount 358 
can be determined by calculating the market value of that amount. Market 
value of the amount is calculated as the product of the amount and the 
probability of occurrence of the referral event with which this bid element is 
associated. In this embodiment, that referral event is a click-through. 
Accordingly, the probability to be calculated is the probability of a click- 
through. Calculating market value of the bid element amount has the benefit 
of more accurately valuing the placement locations on the search result list. 

One way to determine the probability of a click-through for a particular 
listing Is to use the click through rate over a specified period of time. In one 
embodiment, click through rate is defined as the ratio of the Number of Clicks 
to the Number of Impressions. Preferably, the probability of a click-through 
for a particular listing is calculated taking into consideration the higher 
average click-through rates ("CTR") of more prominent positions In the search 
results, and the lower average CTR of less prominent positions. More 
preferably, the calculation of the probability of a click-through for a particular 
listing also takes into account the comparative attractiveness of that particular 
listing relative to Its competition. 

Most preferably, the probability of a click-through for a particular listing 
is calculated as the product of the expected CTR for the contemplated 
position of the listing when occupied by a listing of average attractiveness to 
the user, and a number representing the rank-independent comparative 
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attractiveness of the particular listing relative to the average listing for that 
term. This comparative attractiveness factor distinguishes between a listing of 
less than average attractiveness, for which this factor would be less than one, 
a listing of typical or average attractiveness, for which this factor would be 
one, and a listing of unusual attractiveness, for which this factor is greater 
than one. 

Byway of example, consider a listing of interest to only a small fraction 
of users who perform a particular search. One example of such a listing is a 
listing for a service that provides cross-country shipping for automobiles, 
when matched to a user search for "cars". Only a small fraction of users 
performing a search on "cars" have an interest in shipping an automobile at 
that time. Many users read the title and the description components of the 
listing provided by the advertiser before deciding to click through to the listed 
site. Most of those users will skip that listing, and some fraction of them will 
bother to read on for another listing that addresses the aspect of "cars" that 
matches or catches their interest. Only those users who are Interested in 
transporting an automobile, plus that fraction of users who don't read the titles 
and descriptions of listings before clicking, will click through to the listed site. 

This behavior is as Intended by the advertiser, who crafts the title and 
description of the listing to encourage users who are likely to respond to the 
propositions of the advertiser's web site to click on the listing, with consequent 
cost to the advertiser, and conversely, to discourage users from clicking 
whose expected business value is less than the cost due to the search engine 
operator for the click through. The incentive for an advertiser to represent 
accurately the nature of a listed web page is one of the advantages of a cost 
per click element in the cost of advertiser participation. 

However, this listing's less-than-typical CTR at a given position in the 
search results for "care", compared to a typical listing matching "cars", means 
that the market value of this listing must be adjusted down relative to those 
typical listings. This adjustment is represented by the comparative 
attractiveness factor described above. 
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Preferably, the comparative attractiveness factor for a listing is 
calculated as a normalized probability. This normalized probability is equal to 
the ratio of the CTR for that listing over a specified period of time, and the 
average expected or intrinsic CTR applicable to the various rankings held by 
that listing over the same period of time. Calculated this way, the comparative 
attractiveness factor references how the listing performed with respect to 
attracting click-throughs, relative to how the listing should have performed 
given the rankings it held. How the listing should have performed is captured 
by the intrinsic CTR value. 

Intrinsic CTR applicable to a particular ranking refers to the fact that, 
over a sufficient number of searches, an average CTR for all listings that held 
that ranking can be calculated. This calculated average CTR is considered 
the intrinsic CTR applicable to that ranking. For a listing of average 
attractiveness, the CTR expected for that listing at a particular ranking is 
equal to the intrinsic CTR applicable to that ranking. Intrinsic CTR can be 
calculated for each search term, for certain groups or categories of search 
terms, or, most simply, across all search terms. 

In calculating the denominator of the normalized probability for a listing, 
an average intrinsic CTR value is used. That average intrinsic CTR value 
concerns the fact that over a period of time, a listing can hold various 
rankings. Each of those rankings has its own intrinsic CTR, There are a 
number of alternative preferable methods for calculating the average intrinsic 
CTR value which is used as the denominator of the normalized probability. 
Under one such method, the denominator is calculated as the ratio of the sum 
of all of the intrinsic CTRs applicable to all of the rankings held by the listing 
over a period of time, and the number of impressions of that listing over the 
same period of time. Under a second preferable method, the average of all 
the rankings held by the listing over a period of time is first calculated. Then, 
the denominator of the normalized probability is set to the intrinsic CTR 
applicable to that calculated average ranking. Under this method, the 
average ranking will tend not to be an integer. In accordance with the 
embodiments herein, various devices and techniques can be used for 
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handling this situation. One way is to use, as the average ranking in the 
calculation of the average intrinsic CTR value, the integer closest to the 
calculated average ranking. Alternatively, intrinsic CTR can be expressed as 
a continuous function, thereby accommodating the concept of fractional 
rankings. 

Once the normalized probability has been calculated, the market value 
of bid element amount 358 for a listing can now be calculated. That market 
value is calculated as the product of bid element amount 358, the intrinsic 
CTR for the contemplated position of the listing, and the normalized 
probability for the listing. This calculation results in a money amount that the 
advertiser Is expected to pay upon the completion of the next search in which 
this listing is included. As such, these money amounts for all listings for each 
search term can be sorted by the amounts, and the listings can be assigned 
ordinal rank values. 

Most preferably, the market value of bid element amount 358 for a 
listing is calculated as the product of bid element amount 358 and the 
normalized probability for the listing. In the preferred embodiment, the 
intrinsic CTR for the contemplated position of the listing is not used in the 
computation of market value. The reason for this is that this value does not 
change the ranking. In other words, the ranking determined by the product of 
bid element amount 358 and the normalized probability is the same as the 
ranking determined by the product of those two values and the intrinsic CTR 
for the contemplated position of the listing. Accordingly, computing the latter 
value is unnecessary. 

In the preferred embodiment the market value is a normalized value of 
bid element 358. This normalized value is expressed In units of w cost~per- 
click" ("CPC"), just as is the non-normalized bid element amount 358. The 
difference between the two is that the normalized value takes into account the 
comparative attractiveness of the listings. If a listing is more attractive than 
average as demonstrated by the click-through behavior of searchers, then for 
the purposes of ranking, the market value of bid element amount 358 for that 
listing will be higher than that amount Conversely, if the listing is less 
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attractive than average, then for the purposes of ranking the market value will 
be less than the actual bidded amount. The normalized value resolves the 
problem illustrated by the example above concerning searches for 'cars". The 
normalized value represents a bid for a listing of average attractiveness that 
is, from the point of view of the search engine, monetarily equivalent to bid 
element 358 for the current listing. The normalized value allows the bids for 
all listings to be compared as If all listings were of average attractiveness. In a 
second embodiment, there are multiple bid element amounts 358 
corresponding, preferably, to an Impression event, a click-through event, and 
one or more action events. In this embodiment, the bid value is calculated as 
a combination of the values of each of the bid elements. In one embodiment, 
the combination is a sum. 

preferably, the value of a bid element corresponding to an impression 
event Is determined simply as the actual amount of the bid element sine© the 
probability of occurrence of the impression event Is 1 if the listing is selected 
for display. 

The value of a bid element corresponding to a click-through event is 
determined as described above in connection with one embodiment. 

Finally, the value of a bid element corresponding to an action event is 
calculated as the product of the amount of the bid element and the probability 
of occurrence of the action event with which this bid element is associated. 
One way to determine this probability is to use the action rate over a specified 
period of time. In one embodiment, the action rate is defined to be the 
number of actions to the number of impressions. Because actions generally 
occur on the advertiser's web site, the probability of the action event can be 
treated as independent of the particular ranking of the listing that led to the 
action. 

Most preferably, the probability of an action for a particular listing would 
be calculated as the ratio of the action rate for that listing over a specified 
period of time, and the intrinsic CTR applicable to the average ranking of that 
listing over the same period of time. Calculating this ratio achieves a 
normalization of the action rate for the listing. Although the probability that the 
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user will perform the action on the advertiser's web site after the user has 
clicked through to that web site is independent of the ranking of the listing that 
led to the action, the ranking does In fact affect the number of opportunities 
there were for that action to have occurred. This normalizing ratio is 
necessary to put different bids on equal footing with respect to opportunities 
for the actions to occur. In this way comparisons between different bids are 
based on truer relative values of the respective bids. 

Most preferably, in calculating the value of multiple bid element 
amounts 358 as the sum of the values of each of the bid elements, the value 
of each bid element is expressed in consistent units. One way to do so is to 
calculate the value of each bid element in CPC units. CPC units are achieved 
in valuing the bid element amount for a click-through as the product of that 
amount and the normalized probability, as described above. Similarly, CPC 
units are achieved in valuing the bid element amount for an action as the 
product of that amount and the normalizing ratio, also as described above. 
These two values can be added, and the result will still be expressed in CPC 
units. However, the bid element amount for impression is expressed in cost- 
per-impression ( - CPM") units. In order to add the value of this bid element 
amount to the values of other amounts which are expressed in CPC units, a 
transformation must first be applied to the bid element amount for impression. 

One preferable transformation is to divide the bid element amount for 
impression by the intrinsic CTR applicable to a particular ranking R for the 
search term to which the current listing applies. For example, if R is 1, then 
the particular ranking Is ranking number 1 Then. If the bid element amount 
for Impression is divided by the intrinsic CTR for ranking 1 , the resultant value 
is expressed in CPC units. Specifically, in this example, the resultant value 
will be equivalent to the amount of a CPC bid for a listing of average 
attractiveness, where that amount would have achieved a number 1 ranking. 
Now if this transformed value of the bid element amount for an impression is 
added to the normalized values of the bid element amounts for click-through 
and for one or more actions, then the resultant value will be expressed in CPC 
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units. This resultant value will resolve the "attractiveness" problem described 
above. 

In accordance with the illustrated embodiments, any ranking R can be 
used, so long as the same R is used for all listings for a particular search 
term. In this way, consistent "apples to apples' comparisons of value can be 
made between the multiple element bids of different listings. In the above 
example, where R Is 1, the least amount of weight is accorded the bid for 
impression as against the bids for click-through or for actions. The larger the 
R, the higher the relative weight is accorded the bid for Impression In valuing 
the entire multiple element bid. 

The foregoing calculation allows not only for consistent "apples to 
apples 0 comparisons to be made between different bids, but also for a precise 
meaning to be attributed to each bid. That meaning is the "monetarily 
equivalent bid for click-through for a listing of average attractiveness". In 
other words, each multi-element bid is transformed Into the monetarily 
equivalent bid for click-through for a listing of average attractiveness. 

The foregoing describes calculating the value of multiple bid element 
amounts 358 in units of "effective CPC*. Equivalent!^ the value of multiple 
bid element amounts 358 could be calculated in units of "effective CPM\ 
instead of effective CPC. The effective CPM value of a multiple element bid is 
calculated as the product of the effective CPC value of that bid and the 
intrinsic CTR applicable to the same ranking R used In calculating effective 
CPC. The effect on ranking is exactly the same. Similarly, other, equivalent, 
"effective values" could be used. 

When the system of the present embodiments receives notification of 
the occurrence of an action, the system records that occurrence. When the 
action occurs within the system, the system can generate that notification. 
Sometimes, however, actions occur on the advertiser's web site. In those 
cases, the advertiser must either send notification of the action event, or 
permit the system to have access to the advertiser's web site to generate the 
notification, in order for the event to be reoorded by the system. In the case 
where notification is to be sent by the advertisers, advertisers will have an 
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incentive to provide this notification. If an advertiser never sends notification 
of action events that occurred, then the action rate will be calculated as 0, and 
so the value of the bid element for that action will be treated also as 0. In that 
case, it does not matter what amount what the advertiser bids for that action. 
If the action never occurs according to the understanding of the system, then 
that bid element is valued at 0. In this way, the present embodiment provides 
sufficient incentive for the system to work as designed. In an alternative 
embodiment, suitable method or apparatus could be implemented to cause 
the notification to be sent by the user's browser operating on the user's 
personal computer or other device, rather than having to receive It from the 
advertiser. Generally the advertiser would have to cooperate to enable such 
an embodiment. Once logged in, an advertiser can perform a number of 
straightforward tasks set forth in menu 120 of FIG. 2, Including viewing a list 
of rules and policies for advertisers, and requesting customer service 
assistance- These items cause routines to be Invoked to implement the 
request. For example, when "Customer Service" is selected, an input screen 
130 is displayed to allow the advertiser to select the type of customer sendee 
requested. In addition, forms may be provided on screen 130 so that an 
advertiser may type a customer comment into a web-based input form. 

When 'View Advertiser Policies" Is selected, a routine will be invoked 
by processing system 34 of the account management server 22 FIG. 1. As 
shown in FIG. 2, the routine will display an informational web page 140. The 
web page 140 sets forth the advertiser policies currently in effect. One 
examples is, "All search listing descriptions must clearly relate to the search 
term." 

Menu 120 of FIG. 2 also Includes an "Account Administration' 1 selection 
150 which allows an advertiser, among other things, to view and change the 
advertiser's contact information and billing information, or update the 
advertiser's access profile, if any. Web-based forms well known in the art and 
similar to those discussed above are provided for updating account 
information. 
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The "Account Administration" menu also includes a selection enabling 
an advertiser to view the transaction history of the advertiser's account 
Under the 'View Transaction History" selection, the advertiser may invoke 
routines to view a listing of past account transactions. Examples include 
adding money to account, adding or deleting bidded search terms, or 
changing bid element amounts. Additional routines may be implemented to 
permit advertisers to display a history of transactions of a specified type, or 
that occur within a specified time. The transaction information may be 
obtained from the audit trail list 325 of FIG. 5, described above. Clickable 
buttons that may be implemented in software, web-based forms, and/or 
menus may be provided as known In the art to enable advertisers to specify 
such limitations. 

In addition, the ''Account Administration" menu 150 of FIG. 2 includes a 
selection enabling an advertiser to set notification options. Under this 
selection, the advertiser may select options that will cause the system to notify 
the advertiser when certain key events have occurred. For example, the 
advertiser may elect to set an option to have the system send conventional 
electronic mail messages to the advertiser when the advertiser's account 
balance has fallen below a specified level In this manner, the advertiser may 
receive a "warning" to replenish the account before the account is suspended 
In one embodiment, when the account is suspended, the advertiser's listings 
will no longer appear in search result lists. Another key event for which the 
advertiser or web site promoter may wish notification is a change in position of 
an advertiser's listing In the search result list generated for a particular search 
term. For example, an advertiser may wish to have the system send a 
conventional electronic mail message to the advertiser if the advertiser has 
been outbid by another advertiser for a particular search term. In one 
embodiment, when the advertiser has been outbid, the advertiser's listing will 
appear in a position farther down on the search result list page than 
previously. When one of the system-specified key events occurs, a database 
search is triggered for each affected search listing. The system will then 
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execute the appropriate notification routine in accordance with the notification 
options specified in the advertiser's account 

Referring back to FIG. 2, a selection also appears in menu 120 that 
permits an advertiser to add money to the advertiser's account, so that the 
advertiser will have funds in their account to pa/ for referrals to the advertiser 
through the search results page. Preferably, only advertisers with funds in 
their advertiser's accounts may have their paid listings included in any search 
result lists generated. Most preferably, advertisers meeting selected business 
criteria may elect, in place of maintaining a positive account balance at all 
times, incur account charges regardless of account balance and pay an 
invoiced amount at regular intervals which reflects the charges incurred by 
actual referrals to the advertiser generated by the search engine. The 
process that Is executed when the "Add Money to Account" selection is 
invoked is shown in further detail in FIG. 6, beginning at step 602. When the 
"Add Money to Account" selection is clicked in step 604, a function is invoked 
which receives data identifying the advertiser and retrieves the advertiser's 
account from the database. The executing process then stores the 
advertiser's default billing information and displays the default billing 
information for the advertiser in step 606. The displayed billing information 
includes a default amount of money to be added, a default payment type, and 
default instrument information. 

In one embodiment, an advertiser may add funds online and 
substantially in real time through the use of a credit card, although the use of 
other payment types are certainly well within the scope of the present 
embodiments. For example, in an alternate embodiment, advertisers may 
add funds to their account by transferring the desired amount from the 
advertiser's bank account through an electronic funds verification mechanism 
known in the art such as debit cards, in a manner similar to that set forth in 
U.S. Pat. No. 5,724.424 to Gifford. In another alternate embodiment 
advertisers can add funds to their account using conventional paper-based 
checks. In that case, the additional funds may be updated In the account 
record database through manual entry. The instrument information Includes 
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further details regarding the type of payment. For example, for a credit card, 
the instrument information may include data on the name of the credit card, 
such as MasterCard, Visa, or American Express, the credit card number, the 
expiration date of the credit card, and billing information for the credit card, 
such as billing name and address. In one embodiment, only a partial credit 
card number is displayed to the advertiser for security purposes. 

The default values displayed to the advertiser are obtained from a 
persistent state, e.g., stored in the account database. In an embodiment, the 
. stored billing information values may comprise the values set by the 
advertiser the fast or most recent time the process of adding money was 
Invoked and completed for the advertiser's account. The default billing 
information is displayed to the advertiser In a web-based form. The advertiser 
may click on the appropriate text entry boxes on the web-based form and 
make changes to the default billing information. After the advertiser 
completes the changes, the advertiser may click on a hyperlmked "Submit" 
button provided on the form to request that the system update the billing 
information and current balance In step 608. Once the advertiser has 
requested an update, a function Is Invoked by the system which validates the 
billing information provided by the advertiser and displays it back to the 
advertiser for confirmation, as shown in step 610. The confirmation billing 
information Is displayed in read-only form and may not be changed by the 
advertiser. 

The validation step functions as follows. If payment is to be debited 
from an advertiser's external account, payment may be authenticated, 
authorized and completed using the system set forth in U.S. Pat. No. 
5,724,424 to GHTord. However, if the payment type is by credit card, a 
validating algorithm is invoked by the system, which validates the credit card 
number using a method such as that set forth in U.S. Patent No. 5,836,241 to 
Stein et al. The validating algorithm also validates the expiration date via a 
straightforward comparison with the current system date and time. In 
addition, the function stores the new values in a temporary instance prior to 
confirmation by the advertiser. 
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Once the advertiser ascertains that the displayed data is correct, the 
advertiser may click cn a "Confirm* button provided on the page to indicate 
that the account should be updated in step 612. In step 612, a function is 
invoked by the system which adds money to the appropriate account balance, 
updates the advertiser's billing information, and appends the billing 
information to the advertiser's payment history. The advertiser's updated 
billing information is stored to the persistent state in the account record 
database from the temporary instance. 

Within the function invoked at step 612, a credit card payment function 
may be invoked by the system at step 614. In an alternate embodiment other 
payment functions such as debit card payments may be invoked by defining 
multiple payment types depending on the updated value of the payment type. 

If the payment type is credit card, the user s account is credited 
immediately at step 616, the user's credit card having already been validated 
in step 610, A screen showing the status erf the add money transaction is 
displayed, showing a transaction number and a new current balance, 
reflecting the amount added by the just-completed credit card transaction. 

In an alternate embodiment, after the money has been added to the 
account, the amount of money added to the account may be allocated 
between subaccounts the end of the add money process at step 616. ff the 
advertiser has no subaccounts, all of the money in the account is a general 
allocation. However, if the advertiser has more than one subaccount the 
system will display a confirmation and default message prompting the 
advertiser to "Allocate Money Between Subaccounts". 

The menu selection "Allocate Money Between Subaccounts" may be 
invoked when money is added to the advertiser account after step 616 of FIG. 
6, or it may be invoked within the "Account Management' 1 menu 170 shown in 
FIG. 2. The "Account Management" menu 170 is accessible from the 
Advertiser Main Page 120, as shown in FIG. 2. This 'Allocate Money 
Between Subaccounts" menu selection permits an advertiser to allocate 
current and any pending balances of the advertiser's account among the 
advertiser's subaccounts. The system will then update the subaccount 
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balances. The current balance allocations will be made in real time, while the 
pending balance allocations will be stored in the persistent state. A routine 
will be invoked to update the subaccount balances to reflect the pending 
balance allocations when the payment for the pending balance is processed. 
Automatic notification may be sent to the advertiser at that time, if requested. 
This intuitive online account management and allocation permits advertisers 
to manage their online advertising budget quickly and efficiently. Advertisers 
may replenish their accounts with funds and allocate their budgets, all in one 
easy web-based session. The computer-based implementation eliminates 
time consuming, high cost manual entry of the advertiser's account 
transactions. 

The "Allocate Money Between Subaccounts" routine begins when an 
advertiser indicates the Intent to allocate money by Invoking the appropriate 
menu selection at the execution points indicated above. When the advertiser 
indicates the intent to allocate, a function Is invoked by the system to 
determine whether there are funds pending in the current balance, such as 
unactivated account credits, that have not yet been allocated to the 
advertiser's subaccounts, and displays the balance selection options. In an 
embodiment, an account instance is created and a pending current balance 
account field is set from the persistent state. 

If there are no unallocated pending funds, the system may display the 
current available balances for the account as a whole as well as for each 
subaccount The advertiser then distributes the current available balance 
between subaccounts and submits a request to update the balances. A 
function is invoked which calculates and displays the current running total for 
subaccount balances. The current running total is stored in a temporary 
variable which is set to the sum of current balances for all subaccounts for the 
specified advertiser. The function also validates the new available 
subaccount bafances to make sure that the total does not exceed the 
authorized amount. If the new advertiser-set available subaccount balances 
does not exceed the authorized amount, a function Is Invoked which will 
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update all of the subaccount balances in the persistent state and display Hie 
update in read-only format 

If there are pending funds in the current account balance, the pending 
funds must be allocated separately from the available current balance. The 
pending funds will then be added Into the available current balance when the 
funds are received. The function must therefore prompt the advertiser to 
choose between allocating pending funds or allocating available funds. The 
allocating pending funds selection works in much the same manner as the 
allocating available funds selection outlined above. After the advertiser 
chooses to allocate pending funds, a routine is Invoked to display current 
pending balances for the account and the subaccounts. The advertiser 
distributes the pending subaccount balances between campaigns and submits 
a request to update the balances. A function is invoked which calculates and 
displays the current running totals for the pending subaccount balances. This 
function also validates the new pending subaccount allocations to make sure 
that the allocations do not exceed any authorized amount. The current 
running total of pending allocations is set to the sum of current pending 
balances for ail subaccounts for the advertiser. If the new user-set pending 
subaccount balances or the total of such balances do not exceed any 
authorized amount, the function will update all of the pending subaccount 
allocations in the persistent state, e.g, the advertiser's account in the 
database, and display the update in read-only format, 

As indicated above and shown in FIG. 2, a routine displaying the 
account management menu 1 70 may be invoked from the advertiser main 
menu 120. Aside from the "Allocate Money Between Subaccounts" selection 
described above, the remaining selections all use to some extent the search 
listings present in the advertiser's account on the database, and may also 
affect the advertiser's entry in the search result list. Thus, a further 
description of the search result list generated by the search engine is needed 
at this point. 

When a remote searcher accesses the search query page on the 
search engine web server 24 and executes a search request according to the 
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procedure described previously, the search engine web server 24 preferably 
generates and displays a search result list where the "canonical^ed" entry in 
search term field of each search fisting in the search result list exactly 
matches the canonfcalized search term query entered by the remote 
searcher. The canonicalization of search terms used In queries and search 
listings removes common irregularities of search terms entered by searches 
and web site promoters, such as capital letters and pluralizations, in order to 
generate relevant results. However, alternate schemes for determining a 
match between the search term field of the search listing and the search term 
query entered by the remote searcher are well within the scope of the present 
embodiments. For example, string matching algorithms known in the art may 
be employed to generate matches where the keywords of the search listing 
search term and the search term query have the same root but are not exactly 
the same, such as computing vs. computer. Alternatively a thesaurus 
database of synonyms may be stored at search engine web server 24, so that 
matches may be generated for a search term having synonyms. Localization 
methodologies may also be employed to refine certain searches. For 
example, a search for "bakery" or "grocery store" may be limited to those 
advertisers within a selected city, zip code, or telephone area code. This 
information may be obtained through a cross-reference of the advertiser 
account database stored at storage 32 on account management server 22. 
Finally, internationalization methodologies may be employed to refine 
searches for users outside the United States. For example, country or 
language-specific search results may be generated, by a cross-reference of 
the advertiser account database, for example. 

An example of a search result list display used in one embodiment is 
shown in FIG. 7, which is a display of the first several entries resulting from a 
search for the term "zip drives". As shown in FIG. 7, a single entry, such as 
entry 71 Oa in a search result list consists of a description 720 of the web site, 
preferably comprising a title and a short textual description, and a hyperlink 
730 which, when clicked by a searcher, directs the searcher's browser to the 
URL Where the described web site is located. The URL 740 may also be 
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displayed in the search result list entry 710a, as shown in FIG. 7. An 
"impression" referral of a search result item occurs when that item is displayed 
to the searcher, as shown in FIG. 7. A "click through" referral of a search 
result item occurs when the remote searcher viewing the search result Item 
display 710 of FIG. 7 selects, or 'clicks" on the hyperlink 730 of the search 
result item display 710. In order for a "click through" to be completed, the 
searcher's click should be recorded at the account management server and 
redirected to the advertiser's URL via the redirect mechanism discussed 
above. An "action" referral of a search result item occurs, after the searcher 
has been redirected to the advertiser's URL. when the searcher performs the 
specified action associated with the advertiser's web site. 

Search result list entries 710a - 71 Oh may also show the rank value of 
the advertiser's search listing. The rank value is an ordinal value, preferably a 
number, generated and assigned to the search listing by the processing 
system 34 of FIG, 1, Preferably, the rank value is assigned through a 
process, implemented In software, that establishes an association between 
the bid value, the rank, and the search term of a search listing. The process 
gathers all search listings that match a particular search term/sorts the 
search listings in order from highest to lowest bid value, and assigns a rank ■ 
value to each search listing in order. The highest bid value receives the 
highest rank value, the next highest bid value receives the next highest rank 
value, proceeding to the lowest bid value, which receives the lowest rank 
value. Most preferably, the highest rank value is 1 with successively 
increasing ordinal values, such as 2, 3, 4, . . . assigned in order of 
successively decreasing rank. Under an alternative preferred embodiment, 
the bid values are used in combination with one or more other factors fn 
determining rank value. As an example of other factors, certain measures of 
relevance that are independent of the bid value could be used. The correlation 
between rank value and bid value is illustrated in FIG. 7, where each of the 
paid search list entries 710a through 71 Of display the advertiser's bid value 
750a through 750f for that entry. Preferably, if two search listings having the 
same search term also have the same bid value, the bid that was received 
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earlier in time will be assigned the higher rank value. Unpaid listings 710g 
and 710h do not display a bid value and are displayed following the 
lowest-ranked paid listing. Preferably, unpaid listings are displayed if there 
are an insufficient number of listings to fill the 40 slots in a search results 
page. Unpaid listings are generated by a search engine utilizing objective 
distributed database and text searching algorithms known in the art. An 
example of such a search engine may be operated by Inktomi Corporation. 
The original search query entered by the remote searcher is used to generate 
unpaid listings through the conventional search engine. 

As shown in the campaign management menu 170 of FIG. 2, several 
choices are presented to the advertiser to manage search listings. First, in 
the "Change Bids" selection, the advertiser may change the bid of search 
listings currently in the account. The process invoked by the system for the 
change bids function is shown in FIG. 8. After the advertiser Indicates the 
intent to change bids by selecting the "Change Bids" menu option, the system 
searches the user's account in the database and displays the search listings 
for the entire account or a default subaccount in the advertiser's account, as 
shown in step 810, Search listings may be grouped into subaccounts defined 
by the advertiser and may comprise one or more search listings. Only one 
subaccount may be displayed at a time. The display should also preferably 
permit the advertiser to change the subaccount selected, as shown in step 
815. The screen display will then show the search listings for the selected 
subaccount, as indicated in step 820. 

An example of screen display shown to the advertiser in step 810 is 
shown in FIG. 9 and will be discussed below. To change bids, the advertiser 
user may specify new bids for search terms for which the advertiser already 
has an existing bid by entering one or more new bid element amounts into the 
new bid input field for the search term. The advertiser-entered bid changes 
are displayed to the advertiser at step 820 of FIG. 8 as discussed above. To 
update the bids for the display page, the advertiser requests, at step 830 of 
FIG. 8. to update the result of changes. The advertiser may transmit such a 



« • 

• ft 

(69) %rffl 2003-233731 

42 

request to the account management server by a variety of means, Including 
clicking on a button graphic. 

As shown in step 840 of FIG. 8, upon receiving the request to update 
the advertiser's bids, the system calculates the new current bid values for 
every search fisting displayed, the rank values, and the bid value needed to 
become the highest ranked search listing matching the search term field. 
Preferably, the system then presents a display of changes at step 850. After 
the user confirms the changes, the system updates the persistent state by 
writing the changes to the account in the database. 

The search listing data is displayed in tabular format, with each search 
listing corresponding to one row of the table 900. The search term g02 is 
displayed in the leftmost column, followed by the current bid value g04, and 
the current rank 906 of the search listing. The current rank is followed by a 
column entitled "Bid to become #1" 907, defined as the bid value needed to 
become the highest ranked search listing for the displayed search term. The 
rightmost column of each row comprises a new bid Input field 908 which is set 
initially to the current bid element amounts. 

As shown (n FIG. 9, the search listings may be displayed as 
"subaccounts." Each subaccount comprises one search listing group, with 
multiple subaccounts residing within one advertiser account. Each 
subaccount may be displayed on a separate display page having a separate 
page. The advertiser should preferably be able to change the subaccount 
being displayed by manipulating a pull-down menu 910 on the display shown 
in FIG. 9. In addition, search listing groups that cannot be displayed 
completely in one page may be separated into pages which may be 
individually viewed by manipulating pull-down menu 920. Again, the 
advertiser should preferably be able to change the page displayed by clicking 
directly on a pull-down menu 920 located on the display page of FIG. 9. The 
advertiser may specify a new bid for a displayed search listing by entering a 
new bid element amounts into the new bid input field 908 for the search 
listing. To update the result of the advertiser-entered changes, the advertiser 
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clicks on button graphic 912 to transmit an update request to the account 
management server, which updates the bids as described above. 

Many of the other selections listed in the "Account Management 11 menu 
170 of FIG. 2 function as variants of the "Change Bid" function described 
above. For example, if the advertiser selects the "Change Rank Position" 
option, the advertiser may be presented with a display similar to the display of 
FIG. 9 used in the "Change Bid" function. However, in the "Change Rank 
Position* option, the "New Bid" field would be replaced by a "New Rank" field, 
in which the advertiser enters the new desired rank position for a search term. 
After the advertiser requests that the ranks be updated, the system then 
calculates a new bid value by any of a variety of algorithms easily available to 
one skilled in the art, For example, the system may invoke a routine to locate 
the search listing in the search database having the desired rank/search term 
combination, retrieve the associated bid value of said combination, and then 
calculate a bid amount that is N cents higher; where N=1, for example. After 
the system calculates the new bid value and presents a read-only 
confirmation display to the advertiser, the system updates the bid values and 
rank values upon receiving approval from the advertiser. 

In a second embodiment, there are multipfe bid element amounts 
corresponding, preferably, to an Impression event, a click-through event, and 
one or more action events. In this embodiment, the bid value is calculated as 
the sum of the values of each of the bid elements. In this case, the "Change 
Rank Position" option would worK.as above for the ultimate value of the bid. 
In addition, the system would calculate and suggest individual bid amount 
elements that would result in the necessary suggested bid value. 

The "Modify Listing Component" selection on Account Management 
menu 170 of FIG, 2 may also generate a display similar to the format of 
FIG. 9. When the advertiser selects the "Modify Listing Component" option, 
the advertiser may input changes to the URL, title, or description of a search 
listing via web-based forms set up for each search listing. Similar to the 
process discussed above, the forms for the URL, title, and description fields 
may initially contain the old URL, title and description as default values. After 
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the advertiser enters the desired changes, the advertiser may transmit a 
request to the system to update the changes. The system then displays a 
read-only confirmation screen, and then writes the changes to the persistent 
state in the user account database after the advertiser approves the changes. 

A process similar to those discussed above may be implemented for 
changing any other peripheral options related to a search listing; for example, 
changing the matching options related to a bidded search term. Any 
recalculations of bids or ranks required by the changes may also be 
determined in a manner similar to the processes discussed above. 

In the "Delete Bidded Search Term" option, the system retrieves all of 
the search listings in the account of the advertiser and displays the search 
listings In an organization and a format similar to the display of FIG. 9. Each 
search listing entry may include, instead of the new bid field, a check box for 
the advertiser to click on. The advertiser would then click to place a check (X) 
mark next to each search term to be deleted, although any other means 
known in the art for selecting one or more items from a list on a web page 
may be used. After the advertiser selects all the search listings to be deleted 
and requests that the system update the changes, the system preferably 
presents a read-only confirmation of the requested changes, and updates the 
advertiser's account only after the advertiser approves the changes. The 
"deleted" search listings are removed from the search database 36 and will 
not appear in subsequent searches. However, the search listing will remain 
as part of the advertiser's account record for billing and account activity 
monitoring purposes. 

In the "Add Bidded Search Term" option, the system provides the 
advertiser with a display having a number of entry fields corresponding to the 
elements of a search listing. The advertiser then enters into each field 
information corresponding to the respective search listing element, Including 
the search term, the web site URL, the web site title, the web site description, 
and the bid element amounts, as well as any other relevant information. After 
the advertiser has completed entering the data and has indicated thus to the 
system, the system returns a read-only confirmation screen to the advertiser. 
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The system then creates a hew search listing instance and writes it into the 
account database and the search database upon receiving approval from the 
advertiser. 

Preferably, the "Account Management" menu 170 of FIG. 2 provides a 
selection for the advertiser to "Get Suggestions On Bidded Search Term". In 
this case, the advertiser enters a bidded search term into a form-driven query 
box displayed to the advertiser. The system reads the search term entered by 
the advertiser and generates a list of additional related search terms to assist 
the advertiser in locating search terms relevant to the content of the 
advertiser's web site. Preferably, the additional search terms are generated 
using methods such as a string matching algorithm applied to a database of 
bidded search terms andfor a thesaurus database implemented in software. 
The advertiser may select search terms to bid on from the list generated by 
the system. In that case, the system displays to the advertisers the entry 
fields described above for the "Add Bidded Search Term" selection, with a 
form for entering a search listing for each search term selected. Preferably, 
the selected search term Is inserted as a default value into the form for each 
search listing. Default values for the other search listing components may 
also be inserted into the forms rf desired . 

The "Account Management 11 menu 170 of FIG. 2 also preferably 
provides advertisers with a "Project Expenses" selection. In this selection, the 
advertiser specifies a search listing or subaccount for which the advertiser 
would like to predict a "daily run rate" and "days remaining to expiration." The 
system calculates the projections based on a cost projection algorithm, and 
displays the predictions to the advertiser on a read-only screen. The 
predictions may be calculated using a number of different algorithms known in 
the art. However, since the cost of a search listing is calculated by multiplying 
the bid amount by the total number of clicks received by the search listing at 
that bid amount during a specified time period, every cost projection algorithm 
must generally determine an estimated number of clicks per month or other 
specified time period for a search listing. The clicks on a search listing may 
be tracked via implementation of a software counting mechanism as is well 
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known in the art Clicks for all search listings may be tracked overtime, this 
data may be used to generate estimated numbers of clicks per month overall, 
and for individual search terms. For a particular search term, an estimated 
number of searches per day is determined and is multiplied by the cost of a 
click. This product Is then multiplied by a ratio of the average number of clicks 
over the average number of impressions for the rank of the search listing in 
question to obtain a dally run rate. The current balance may be divided by the 
daily run rate to obtain a projected number of days to exhaustion or 
"expiration" of account funds. 

One embodiment bases the cost projection algorithm on a simple 
predictor model that assumes that every search term performs in a similar 
fashion. This model assumes that the rank of the advertiser's search listing 
will remain constant and not fluctuate throughout the month. This algorithm 
has the advantages of being simple to implement and fast to calculate. The 
predictor model is based on the fact that the click through rate, e.g. the total 
number of clicks, or referrals, for a particular searcher listing, is considered to 
be a function of the rank of the search listing. The model therefore assumes 
that the usage curve of each search term, that Is, the curve that result when 
the number of clicks on a search listing is plotted against the rank of the 
search listing, is similar to the usage curve for all search terms. Thus, known 
values extrapolated over time for the sum of all clicks for all search terms, the 
sum of all clicks at a given rank for all search terms, and the sum of all clicks 
for the selected search term may be employed In a simple proportion to 
determine the total of ail clicks for the given rank for the selected search term. 
The estimated daily total of all clicks for the selected search term at the 
selected rank is then multiplied by the advertiser's current bid amount for the 
search term at that rank to determine a daily expense projection. In addition, 
if particular search terms or classes of search terms are known to differ 
markedly from the general pattern, correction values specific to the search 
term, advertiser, or other parameter may be introduced to fine-tune the 
projected cost estimate. 
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Finally, the "Account Management" menu 1 70 of FIG. 2 provides 
several selections to view Information related to the advertiser's campaigns. 
The "View Subaccount Information" selection displays read-only information 
related to the selected subaccount The View Search Term List" selection 
displays the list of the advertiser's selected search terms along with the 
corresponding URLs, bid value, and rank, with the search terms preferably 
grouped by subaccount. The advertiser may also view current top bids for a 
set of search terms selected from a list of search terms from a read-only 
display generated by the system upon receiving the requested search terms 
from the advertiser. 

For an advertiser who requires a more comprehensive report of search 
listing activity, the "View Report" option may be selected from the Advertiser 
Main Page 120 of FIG. 2. In an embodiment, the "View Report" options 
generate reports comprehensive for up to one year preceding the current 
date. For example, daily reports are available for the each of the immediately 
preceding 7 days, weekly reports for the preceding four weeks, monthly 
reports for the preceding twelve months, and quarterly reports for the last four 
quarters. Additional reports may also be made available depending on 
advertiser interest Other predefined report types may include activity tracked 
during the following time periods: Since Inception of the Account, Year To 
Date, Yearly. Quarter To Date, Month To Date, and Week to Date. Report 
Categories may include a Detail Report, viewable by Advertiser Account, by 
Search Listing, and by URL, and a Summary Report, viewable by Advertiser 
Account and by Subaccount. The reports may include identification data such 
as advertiser account and subaccount name, the dates covered by the report 
and the type of report. In addition, the reports may include key search listing 
account data such as current balance, pending current balance, average daily 
account debit, and run rate. Furthermore, the reports may also include key 
data, such as: search terms, URLs, bids, current ranks, and number of clicks, 
number of searches done for the search term, number of impressions, which 
is the number of times that the search listing appeared in a search result list, 
click through rate which in one embodiment is the Number of Clicks divided by 
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the Number of Impressions, and one or more action rates, which is defined as 
Number of Actions divided by the Number of Impressions. Preferably, the 
report is available in at least HTML view options for viewing via a browser 
program, printing, or downloading. Note, however, that other view options 
may be made available, such as Adobe Acrobat. PostScript, ASCII text, 
spreadsheet interchange formats (e.g., CSV, tab-delimited), and other well- 
known formats. 

When the advertiser has selected the a VIew Report" option, the system 
invokes a function which displays a list of available report types, dates, 
categories, and view options. The system preferably creates a report 
instance with the following fields, all of which are initially set to null: report 
type, report date, report category, and view option. Once the advertiser has 
defined the parameters described above, the system invokes a function to 
generate the requested report, based on the advertiser-set parameters, and to 
display the report, based on the view option parameter. 

Finally, one embodiment implements an option for context specific help 
that the advertiser may request at any time the advertiser is logged in. The 
help option may be implemented as a small icon or button located on the 
system generated display page. The advertiser may click on the Icon or 
button graphic on the display page to request help, upon which the system 
generates and displays a help page keyed to the function of the particular 
display the user is viewing. The help may be Implemented as separate 
display pages, a searchable index, dialog boxes, or by any other methods well 
known in the art. 

The foregoing detailed description should be regarded as illustrative 
rather than limiting and the appended claims, including all equivalents, are 
intended to define the scope of the invention. 
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CLAIMS 

1 . A method of generating a search result list In response to a search 
request from a searcher, the method comprising: 

storing a plurality of search listings (344), each search listing being associated 

with a bid amount (358) and a search term (352), the bid amount including 
a market value corresponding to a money amount chargeable to an 
account of an advertiser associated with the search listing; 

determining the market values of the respective bids amounts by determining a 
product of a bid received from a respective advertiser and a probability 
that one or more bid events will occur, the one or more bid events 
including a click-through, including 

calculating a numerator as a ratio of an estimated number of times the one 
or more bid events will occur to an estimated number of times the 
one or more bid events could occur within a specified time period, 

calculating a denominator representing the standard click-through rate for 
listings of the average ranking, over the same specified period of 
time, of the identified search listing corresponding to the bid, and 

calculating the probability as the ratio of the numerator to the denominator; 
receiving a search request from the searcher; 

identifying search listings having search terms generating a match with the 

received search request; 
ordering the identified search listings in a search result ilst according to values of 

the respective bid amounts of the identified search listings; 
detecting a clickth rough by the searcher of one of the ordered search listings; 

and 

in response to the clickthrough, charging the account of the advertiser associated 
with the one search listing by the bid amount 
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2. A method of operating a pay for placement web site, the method 
comprising: 

maintaining a database (38) searchable by a search engine (24), the database 
including a plurality of search listings (344), each search listing being 
associated with an Internet website, a search term (352) and a bid amount 
(358), the bid amount corresponding to a money amount chargeable to a 
web site promoter each time the web site promoter's web site is referred 
by the search engine; 

receiving a search request from a searcher; 

identifying search listings generating a match with the search request; and 

ordering the identified search listings into a search result list in accordance with 
the values of the respective bid amounts for the identified search listings; 

receiving none, one or more of the following: 

a retrieval request from the searcher to retrieve information associated 

with a selected search listing in the search result list, and 
one or more notifications that the searcher has performed one or more 
respective actions in connection with the selected search listing; 
debiting the account of the web site promoter associated with the selected 
search listing and the respective bid amounts as follows: 
by the bid element amount for impression, 

by the bid element amount for clickthrough, provided a clickthrough 

request was received, and 
by the bid element amounts for. respectively, one or more actions, 

provided notifications were received for said one or more actions. 

3. The method of claim 2 wherein the values of the respective bid amounts 
are calculated as the sum of: 

the bid element amount for impression; 

the value of the bid element amount for clickthrough; and 

the respective values of the bid element amounts for actions. 
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4. Th9 method of claim 3 wherein the value of the bid element amount for 
clickthrough is calculated as a product of the bid element amount and the probability 
that the clickthrough event will occur. 

5. The method of claim 4 wherein the probability is calculated as a ratio of an 
estimated number of times the clickthrough events will occur to an estimated number of 
times the clickthrough events could occur within a specified time period. 

6. The method of claim 4 further comprising: 

calculating a numerator as a ratio of an estimated number of times the 
clickthrough events will occur to an estimated number of times the 
clickthrough events could occur within a specified time period; 

calculating a denominator representing the standard click-through rate for listings 
of the average ranking, over the same specified period of time, of the 
Identified search listing corresponding to the bid; and 

calculating the probability as the ratio of the numerator to the denominator. 

7. The method of claim 3 wherein the value of a bid element amount for an 
action is calculated as the product of the bid element amount and the probability that the 
action event wfll occur 

8. The method of claim 7 wherein the probability is calculated as a ratio of an 
estimated number of times the action events will occur to an estimated number of times 
the action events could occur within a specified time period. 

9. The method of claim 7 further comprising: 
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calculating a numerator as a ratio of an estimated number of times the action 
events will occur to an estimated number of times the action events could 
occur within a specified time period; 

calculating a denominator representing the standard click-through rate for listings 
of the average ranking, over the same specified period of time, of the 
identified search listing corresponding to the bid; and 

calculating the probability as the ratio of the numerator to the denominator. 

10. A method of generating a search result list in response to a search 
request from a searcher, the method comprising: 

storing a plurality of search listings (344), each search listing being associated 
with an internet website, one or more search terms (352) and one or more 
bid elements (358), each bid element amount corresponding to a money 
amount chargeable to a web site promoter each time the web site 
promoter's web site is referred by a search engine (24); 

receiving a search request from a searcher 

identifying search listings generating a match with the search request; and 

ordering the identified search listings Into a search result list the order of which is 
influenced by the values of the respective bid amounts for the identified 
search listings; 

receiving none, one or more of the following: 

a retrieval request from the searcher to retrieve information associated 

with a selected search listing in the search result list, and 
one or more notifications that the searcher has performed one or more 
respective actions in connection with the selected search listing; 
debiting the account of the web site promoter associated with the selected 
search listing and the respective bid elements as follows: 
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by the bid element amount for impression, provided the system allows for 

bidding by impression, 
by the bid element amount for clickthrough, provided the system allows for 

bidding by clickthrough, and provided a clickthrough request was 

received, and 

by the bid element amounts for, respectively, one or more actions, 
provided the system allows for bidding by action, and provided 
notifications were received for said one or more actions. 

1 1 . The method of claim 1 0 wherein the values of the respective bid amounts 
are calculated as the sum of: 

the value of the bid element amount for impression, provided the system allows 

for bidding by impression; 
the value of the bid element amount for clickthrough, provided the system allows 

for bidding by clickthrough; and 
the respective values of the bid element amounts for actions, provided the 

system allows for bidding by action. 

12. The method of claim 11 wherein the value of the bid element amount for 
Impression Is calculated as the ratio of the bid element amount and the intrinsic CTR 
applicable to a particular ranking for the search term to which the current listing applies, 
the particular ranking having. been selected by the system. 

13. The method of claim 1 1 wherein the value of the bid element amount for 
clickthrough is calculated as a product of the bid element amount and the probability 
that the clickthrough event will occur, 

14. The method of claim 13 wherein the probability Is calculated as the 
clickthrough rate for the current listing. 
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15. The method of claim 13 wherein the probability is calculated as the ratio of 
the clickthrough rate for the current listing, and the average intrinsic ctickthrough rate 
applicable to the various rankings held by that listing. 

1 6. The method of claim 1 1 wherein the value of a bid element amount for an 
action is calculated as the product of the bid element amount and the probability that the 
action event will occur. 

1 7. The method of claim 1 6 wherein the probability Is calculated as the action 
rate for the current listing. 

1 8. The method of claim 16 wherein the probability is calculated as the ratio of 
the action rate for the current listing, and the average intrinsic clickthrough rate 
applicable to the various rankings held by that listing. 

19. A method of generating a search result list in response to a search 
request from a searcher, the method comprising: 

storing a plurality of search listings (344), each search listing being associated 

with a bid amount (358) and a search term (352), the bid amount including 
a market value corresponding to a money amount chargeable to an 
account of an advertiser associated with the search listing; 

determining the market values of the respective bids by calculating the product of 
a bid received from a respective advertiser 

a clickthrough rate associated with the listing corresponding to that 
bid, and 

a number representing the rank-independent comparative 
attractiveness of the listing corresponding to that bid; 
receiving a search request from the searcher; 

identifying search listings having search terms generating a match with the 
received search request; 
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ordering the identified search listings in a search result list according to market 

values of the respective bids; 
detecting a clickthrough by the searcher of one of the ordered search listings; 

and 

in response to the clickthrough, charging the account of the advertiser associated 
with the one search listing by the bid amount 

20. The method of claim 1 9 wherein the number representing the rank- 
independent comparative attractiveness of the listing corresponding to the bid is 
associated with relevance of the listing. 

21 . The method of claim 20 wherein the relevance of the listing is associated 
with one or more of the subject matter of the listing, the brand recognition of the 
advertiser, and the geographic location of the advertiser. 
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ABSTRACT OF THE DISCLOSURE 

A system and method for enabling information providers using a computer 
network (20) such as the Internet to influence a position for a search listing within a 
search result list generated by an Internet search engine (24). A database (38) stores 
accounts for the network information providers. Each account contains contact and 
billing information for a network information provider. In addition, each account contains 
al least one search listing (344) having at least three components: a description (354), a 
search term (352) comprising one or more keywords, and a bid amount (358). The 
network information provider may add, delete, or modify a search listing after 
authenticated login. A search term relevant to the content of the web site or other 
information source to be listed is first selected. A search listing includes the search 
term and a description. A bidding process occurs when the network Information 
provider enters a new bid amount for a search listing. The system and method then 
compares the bid amount with all other bid amounts for the same search term, and 
generates a rank value for all search listings having that search term. The rank value 
determines where the listing will appear on the search results list page that is generated 
in response to a query of the search term by a searcher. 



